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ABSTRACT . / / 1 'J ■■■ > 

, This document , . onp in a serie's of six Proje 
(Skills for . Consumers Applied Today) units for senior high- 
students, provides an overview of basic economic skills ahd 
practices. Pro ject SCAT is designed to help students 4evelo 
skills, solve problems, and apply consumer knowledge necess 
making wise choices in the market place. Each unit features 
outline, student objectives, activities, resources, a speci 
vocabulary ^ film descriptions, student activity sheets, tra 
masters, answer keys, and a student booklet. In this specif 
'students, examine the consumer role in terms of the free ent 
system, money economy, and thereon c4pt of supply and demand 
list goods and services consumed by the class in a two-day 
invite an economic expert to speak, write a skit based on a 
treatment society, list products that cannot be judged for 
just looking, discuss the impact of adv ^ " isinc, *n *he indi 
collect relevant articles from newspapers and news magazine 
discuss avenues of recourse for the dissatisfied consumer^ 
student bobklet contains relevant vocabulary, readings, and 
worksheets/, (KC1 . I " 
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' • Welcome, teachers', to this SEAT Consumer Education Teacher PAU*. We hope you Will find tfiis a 
useful resource while you are teaching this subject. . Features of this PAL include: ,. : 



A CONTENT^ T LINE of the Student PAL subject matter to aid you in class discissions; : 
. STUDENT OBJECTIVES which state in behavioral terms the objectives of the Student PAL. 



SUGGESTED ACTIVITIES. which you may wish' to ifse as enrichment? activities. These include; •/ 

, ' INTRODUCTORY ACTIVITIES which give suggestions for, introducing, the topic. 

. ' DEVELOPMENTAL ACTIVITIES which give ideas 'for developing the major concepts in . the 
:; Student PAL . These suggestions are, keyed to each section of the Student PAL 
and include appropriate resources.- \ , j 

■ REVIES ACTIVITIES which give suggestions to guide the culmination of the study. •. 
RESOURCE suggestions which are of three types and coded as follows: \ ) 



* Materials developed, by $CAT and included in this Teacher PAL. 
+ Commercially developed materials,' available at a cost. ,: v | 

» ' ■' < 1 ' 

= CouerciaJly developed materials, available free- or on a free-loan basis 



r ► 



ADDRESSES of the producers of all suggested resources as well as others which you may wish 
to contact for add'ttibnal, ideas and/or materials. , " : ); . 



ERJC 5 



>* Packed' Activities .for Learning' .,' ■ ■ . . ■ r ; ■ . r . ; I p 



. A SPECIALIZED VOCADULARY which is an alphabetized listing of all the "PasswDrds" listed 
7 in the Student PAL/, , .. v" ' , . V. , 



FILM DESCRIPTIONS fgr each film suggested as a resource, 



/ 



/ ■ i 



Xep masters for the lest, the Test Answer Sheet, ' 
/ j;". v "; Student Activity Sheets, Film Guides, and Transparencies which you may wish to use 
" . inyour^tudy. 



>P KEYS for the Test, (NT-developed Activity Sheets, andj.ll pages from the Student 
PAL requiring student responses. ,. , 



■'!■'' ' A STUDENT PAL for your reference. ' , 

.v i4 In addition, some pages in the Student PALs are designed specifically to encourage cj ass discussions, 
and teacher-led discussions may be necessary to insure student comprehension of the concepts presented. , • 
Sucn pages, in the Student PAL for this topic include: ' V y 



| . Page 16: Competition -in a ft;ee enterprise system 

Pages 22-23: Reasons and consequences of purchases . . ' ) . r . 

v Page 32: Consequences of decisions , / ■ . • '•' 

Page 42: Decisions about scarcity f: :< ■ • . • 

Page 51 : Levels of consumer .action , ■'■.,'■-•".:.') •" ' , ( : 

/ - These features are suggestions only. You , the instructor, Wyoor 'U- !*„ d mm reeUree 
' to choose those activities and resources most, appropriate ijr yu students. v . ^ 



PURPOSE • . i, i ' • • • • » v • • • 1 

WENT OUTLINE . , V , , , .' . . . .. 2 

STUDENT OBJECTIVES ..' , , .... . f ' 
ACTIVITY CHARTS •"..» -'V 

A ; ' Introductory Activities f . . (. , 6 

, Developmental Activities . '8 

Review Activities * vV^. ., . . : is 

GENERAL RESOURCES --ADDRESSES . ;\ 20 : 



SPECIALISED VOCABULARY 
FILM UE '/RATIONS , . . 



.21 



25 



J 



INSTRLCTtGHAl AIDS . . . ... ... .. ..BLUE 

'•.■<■■. - '. * ■■• ' 

. • TEST ' " " , 



, Test Answer Sheet 

. • ' * \ '. . .: ' : • " 
, Student, Activity Sheets 



. i 



Film Guides 



Transparency' Master 



Answer .keys' . ... . . . .*> .;. . yellovj 



Test 



/ 




- nt Activity Sheei 

' . S ruDt-NT PAL ''•"•'v.'. 1 
STUDENT PAL, , .. . , . v .-'. ./... ': GREEN 




Today's 



•both products and services^it is necessary for fim to: 
, : ' ,: ' know his role irr our free enterprise system 



evaluate the, use of budgetary procedures. 



or service 



be aware of his consumer rights, responsibilities, and avenues 
o.f recourse / •'".'••."■*•• \J -v : ; ; 

Because today's tonsumer often jhops" more wisely when choosing a 39f Item than when making 
major purchases, it is necessary to present basic consumer skills before such skills are needed' 
in critical life situations. 

. Baffled, Bothered, BeuMeredis meant to serve as an' introduction to basic economical Is 



j jt M a general overview and not meant, ptudy consumer practices 'in 
|ptb. ^ Iridi vidua! modul es on iudgeting , banki n^ f credi t , i nsurante , and taxes are des igned to 



, 4 



ex- 



consumer areas 



discussed -here, 



eric 1 : : • 



■'k 



, if 



. I. ■ The consumer rote, ! . "' ( '"'> v " b. . Consumer magazines- - 

r V ' . /, ( ' •, ,N , .' ''c,' Advertising • • , 

ft.* Free enterprise system. ' - >..' d, Shopping guides 

;v V vl. Wide range of choices. .:. „,)'..: • e. Consumer organizations 

' ' 2.- Comparison shipping , y . ■ • , ft Better Business Bureaus 

• , - ' ,3, 'Reward: good 'buy " g. Labels, hang-tags, etc. 



h. 'U.S. Government 



V 'B, Honey economy 



. 1. Development from barter • , C When to buy / 

2. Exchange of skills for ,. ;•' ' 1. . Plan purchases/ . 

• necessities and luxuries • ' 1 a 7. Avoid impulse^ buying m ' ■ s 

J V. \. ' ' . ■) j ' ; \ Shop sales 

C. Supply and demand • „ . r a, - Pre-iriventory 

\ 1. Demand for new goods and . \. ''>. ' b. Seasonal 

; services ; v ■ 'c/ Special, v 

r •• 2. 'Needs and tastes dictate - ( . •■ ' ' d. End-of-Season • : 

; products ' * ' ' . e. Preferred Customer V 

3. • Price factor ' > \ f. Irregulars, Seconds, Damaged 

; v . . •• ■ >; •"' Goods i ; , 

II. Purchasing, decisions ; , . g. White Elephant'*' 

.. ' h. Garage, Yard and Carport 

A. Why - Reasons for making purchases «. . , ,. ' . . , ' 

■ ' " . D. ( How to buy 

B. What to. buy .5; r • 1- Be sure you need it .. , 
1. Difficult decision: ' ( 2, Inspect • • 

'•'T * a. 'Variety of products I, 1 3. Check; sizes '.. ' 

/ * b. Complexity of products '' "] 4. Consider colors 

r2. Sources of buying information . . 5. Compare 

.''a. Friends' advice ' ' ,6. Cash or credit decision 

7. Be, aware of advertising ;■ 



a, Be alert for » ' ■ C. Steps , •' 
> ' (1) Appealing to your, "better I Start it 

. instincts" .... 1 ' 2, Write it • 

\ t ; (2) Using snob pen 1 , j J, fry it. 

(3) Playing on you; vani , 4. Keep it or revise it, 

J4); Appealing Jo your competitive . 

. " * • "Keeping up with the Joneses" IV. Rights, responsibilities, recourse 

instinct , ' , ' ' A - ( 

(5) Rushing i ■ A. .-Be aware of rights ■ • 

(6) Promising too much '/ 

(7) B^it and, switch ■ v ; B, Fulfill responsibilities 

(8) Sign on the* dotted line 

b. Protection: ■« 1 .. C. Know avenues of recourse 



(1) Reputable merchants ' 1. 'Identify difficulty ,, 

r ••. (2)>n't fall for "something for ..' a. Delivery failure 

. nothing"' ,. ' . 'b ; , Performance. failure . 

/ (3) - Check with Better Business ; . (,'. Failure of communication - : ,, 

/rBureau '.' 'd,/M1srepresentat}prt, deception, 

• ' '•• ■ y. . fraud - 

III. Budgeting >■."•' \ s . 2. Write a letter \.< 

1 ; , a. Appearance counts 

• A. Know what is purchased; -for how much b.' Address highfest 'officer of . 

• " * - ■ , ' ■ « " ' = : 1 ,compapy ■ »' t 

■\ B; Plan . ■" j. Ci Be concise and specific 

1. Determine income ; ' c , ' ; i Send copies to proper 

,2. Estimate Expenses . , \ , ■ agencies ; ( > 

\ ' . (a) Fixed •". 
V (b) Flexible 

v (c) "Extras" "... 
■(d) Plan for savings,- . : 
\ 3. Record actual spending , 

4. Compare estimates with- actual . s \ 



, spending 



.1. Given a password and several descriptive 
phrases, the' student will correctly identify "• 
the phrase that defines,,; the password, 1 1 



2. Given sev^alternativ including free 
: . enterprise, the student wih select frw 

enterprise as the name of the economic 
". system .of the United iStates. of .America. . : v 

•3. Given several phrases and/or sentences ' :■ 
pertaining to the roles, rewards, etc., • 
pertaining to free enterprise and government- 
controlled .economic systems, the student will 
.>• identify, those, phrases and/or sentences which 
■pertain to the free enterprise system, 

4. Given a description of a situation where goods 
and, services are bought, and sold, .the student 

'. wjll determine whether .the situation described^ 
: can be classified under 1 a free enterprise or a' 
government-controlled (or non-fre,e enterprise) ./■ 
system. ' \%- '•. . 

5. The student will select from among several ■ ^, 
alternatives the typical uses of business f' 
profits in the free enterprise system. . u 



6, Given several phrases 
< ..'student will: identify 
'or pertain to a money 



7. With' regard to supply 
will identifybusi ness 
the consumer as the 



and sentences, the 
those ifhich- 'describe 
economy. 1 i V 

and demand, the student 
as the surlier and 



demander, 



8. Given 'a real-life situation where either .' 

, supply exceeds demand' or 1 , demand exceeds 
\ supply, , the student will be able to (ietermiTie 

its expected effect on the regular retail 

price of an item for sale. 

. 9. Given several alternatives, the student will ' ' 
identify the market as -the principal determinant 
>. of the price and supply' of an item for sale, v 

■'...' ' V-.-;^ : ■ f • 

10. Given several alternatives, the student wfll V 
identify the American economic. system as one' 
df free enterprise,, a money economy, and . 



supply and demand.'* ; 



11, Given severaf alternatives, the student. jji IT', / 
'identify the consumer's "vote" in the market- I 
place as being when the consumer selects one • 
brand from many that ar|e offered for sale. ~ 

\ 1 ■ * 



12. Given several alternatives, the student will , 
; s identify consumer demand as. a predominant '. 

. . influence or* what is produced in this country. 
,, c - . 

13. Given several alternatives,, the student will ■ 
' identify 'sources of information for comparison 

I * shopping,' 1 ■ 

14. Given several alternatives, .th§,student 

' •'[ will identify several good .practices when 
: ., , comparison, shopping for goods and services.' 

15,. ^ Given a real-life situation involving a 
consumer probl em which probably could „ . 
■ have been .avoided with' greater consumer care, 
. the student will identify the good consumer; 
practice that, if followed, could have pre- 
■ vented the problem. . , , 

' 16. Given several alternatives, the student will 

; identify item cost, services offered and - 

. - store policies as general considerations to 

. be made when deciding where to mate a purchase. 

1,7. Given a list of alternatives, the student ■ 
will choose seasonal sales as not offering ' 
leftovers or hard to self items. 

18. Given Several alternatives, the student 
■ will identify practices which will aid the - 
\ consumer to avoid being, an impulse; buyer. » 



' 1 '19/ v Given several, alternatives /the student will 
selectman end-of-season sale as the sale^ ', • 
related- to purchasing a winter coat in the '. 

' \ spring. ■' / . • 

20. Given several alternatives, the: student will * 
identify considerations which should be made, 
when shopping for credit. 

* • 

21. Given a real -life selling or 'advertising .. 
pitch the student will determine whether 
and/or whioti pressure, selling technique 

,. is being utilized. ( f'- * ■ 

22. Given several alternatives', the student will 
identify sales as not usually being examples 

1 of sales, tricks , or gin 



23. Given seVeral statements relating to budgets , . 
the student will select, the alternative which 
states that- increased spendable . income i s jpjot 
| characteristic of a budget. 

24. . (Siven several alternatives,, the student will . ' 
., identify basic failures which commonly cause 

consumer problems;.; v ■•/.'.:.■/ 

•25. Given a consumeWproblem that can be classi- 
fied as a type of failure, the student will 
determine which type of failure is illustrated, 

26. ' Gi ven several al ternati ves, the student, wi 11 
■ identify that choosing a reputable dealer is 
a means of avoiding consumer problems. ■ 





Consumer respond btlity { 
is great in./a .free enter- 
prise system. 



1. Administer Baffigd; tiotkwi wlldckd' 'test as a Pre-test. 

2. Defjne "Consumer" as* one who uses goods and service's^ 

3. . List .all golds' and services consumed by class members/in a 
two day period. 1 ' . . V '. 
Analyze the list to determine if items of cpnstiption we^e 

.. necessary, wasteful, etc. .' 

\ , Lead a class discussion on the need for consumers to be in- 
• formed and selective. ' 
Emphasize^ecol ogical and personal aspects of buying. 

6.' Begina bulletin board, on consumerism. ■ > . ." 1 

Allow students Jo add 1 topics. as they appear in class discussions. 

L Have students work in groups to write jpnd present a skit 
entitled "The Day Buying Stopped/ depicting the consequences 

' if consumers. stopped purchasing. 

Videotape if feasible. ; ' , ./.•*.■ 



7. 1 Suggest that interested students write ! to: • 
Center for the Study of Responsive Law , 
P.O. Box 19367- " 

,,. ' - - Washington, D.C. 20036^ 

■ (a Ralph Nader group) to obtain a. guidp^or, organizing neigh- - 
borhpod consumer projects. . ■ " , \ ■ 

' ■ / . ■ ' ? - 



* Test ■ 
Teacher PAL 



* Transparency Hasten 11 
' Teacher PAL . •'' t ■; 



pp.; 



■ } V- 
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■ Aciivifies • 



8. r Discuss:' jjh^t does a .consumer -need to know before lie tan make 
, wise consumer deci s i ons in the -modern marketpl ace? . 



•?. Investigate the t American consumer's role today. 



V 



ID. Begin) planning for . a publication or presentation to share with \ 
0 other students at the end^of the unit of study;- , ■ 

Fps/on -guidelines for ttie. modern consumer to follow in making ; 

/ise decision's in the purchasing of goods and services. ', 



.1, " 



\ 1 



\ 



System . . .and ycfer part 

in it ,,, | 



The' Advertising Council* 



5. 



21. 



/ . 



I. .ffifinq/free enterprise system" as ; it operates in the U.S., emphasizing private 
^enterprise, profit, and incentive, v ; v 

' 'Compare with- social \\\)c and cofemunlstic^ economies. , - 'A ' 1 



3. Invite an economic expert to point, out the workings of an ecdrtomy in a free enter- 



Ask students to 



\ prise system. •; , , <> ... t f . K 
to fist major factors./- ' ; 

J. Discuss:. State 3 ways in which consumers may benefit" 1 * from 



ompetition among 



. "businesses. 

;'. ; An. important .difference between capitalism,* 1 social ism, and communism' 
• > ' is in who owns the capita] resources. Explain who owns. the capital 
resources in each of trie economic systems. ' . 

- ' Can ypu think of ways in which competition among business .might work 
to the disadvantage of consumers? ' * 

' • ••■ ' . ' " : • ■ ■ ' '■■ : \> 

5. • Emphasize the importance .for every economy to provide/answers to the questions which' 
,^ determine; . V " \ 1 

hO^' r ..' ' . '. | > ' 

. • What goods and. services shall be produced? ■ 

How shall the goods and services be produced? . - " • • \ 1 
How .much can be produced? \ • ' n * ". 1 

• ' ■ For whom- should the goods. and services be produced? • ,1 
\ V ., How fastlhbuid the 'economy grovj? • 
;» : Compare the answers. eachjeconom'ic system might give. . • 



* Transparency Master 12 r : . ■ 
•Teacher PAL . 

. ■ / ;: 
:'• LocaF resource person , ," ' 

'. i'*.' v ; ■ 



+ It's a 

(SOU! 



Idea ' > 



Disney-Educational Materials ' 



Transparency; Master il 
Teacher' PAL ''; * . 




6. Have students write and produce, a sli.t'based on- life in a society Mn which 1 all ' " 
. '' receive'' "equal 11 treatment with n6 profits, bonuses, etc. , ■ . 1 . . 

if feasible. > V '; 



I .'Evaluate the. statement: •; ; ^:.\".-- , . t ^>v '!;•' ' 

of an economy i s : to produce goods' €nd Services, .large in quantity, 
reasonable in price for maximum consumer use;' ' ' .'■ ■ 



8. Assign a report on Adam Smith's, The Health of Nations. / - 
■ Emphasize the importance of thi s"T776. i ntroductTorTto 'the general public on the 
• workings of a market system. ' ' . ■ ' s • >'■ , 



?. /Research and report* on the r eval u^on^of money. • ^-^W^ 
t ' If possible, set up a display of i ferns once*u$ed for jon'e|^^\' : ' V, ' f 



27 
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= The Kingdom of Mocha 
H6 mm film.-.FiFGuide #1) 
Modern -Talking Picture' Service 

= The Kingdom of Mocha' 
jspinlmaster BooFTets) V 
'The Kingdom of Mocha 



Transparency Master 14 
Teacher PAL . .. 

•= Money, Banking & the Federal 
Reserve fystemy Section I : 

^activity masters) ' 
Federal Reserve Bank of New 
York 

= Fundamental Facts About Unite d 
[ . States Money . , 
(pamphlet) ' 

Federal Reserve ^ank of Atlanta 

r Money—What It's : : 
/IlTii fii ^liTGuTde 12) 
.FilmFair Communications . 



8 : 



10 



/ 




10, Evaluate 'the statement: 



is durable., portable, divisible, and convenient in size. 

11 Discuss a day without money. . , •• .v./) 

Does the use of noneyJraye a great, effect on our way of life? V ; ' '. 

12. Discuss .the economic principle of supply and demand, , ' ' 1 



* 2 • 




1. Utilize 



2. Discuss -the fact that- today's consumer has a va$ety of decisions to be made before 
purchasing goods -or services; . . :, , • : . 



iy '\ 



V 



• 3. . Have students survey one product (such as' a detergent) and list' the varieties 
available-brands, types', sizes, etc, . 



ERIC 



Resources 



The Stbrv_ of Money . 
|Hmic bookj ; 
Federal Reserve Bank of 
New York 



+ World Without 

• nFiiTHi^ mil Guide 13); 
Djsney Educational Materials 

* Transparency Master 15 
Teacher PAL ' . % 

f Consumer Game 

" nrSTilF^ Film Guide 14)' 



Student PAL, pp.. 17-66 



* Transparency Master 16 . 
Teacher, PAL ; A » ^j) 



The Comparison Shopping / . / 

} Puzzle , '. • 

. (16 mm film). ' . i.' 

'•• Journal Films, Inc.. 



■iv-. 



4. Have students. list as.many products as possible that cannot be judged for quality 
. by "tyst looking." . ■• r i. : ,:- 

•5." Have 'students make) l ist of purchases they feel they will make in the /next week, 

. Ask that they record , all aptual purchases made. ' . 
;■ At the end, of the period, compare .^the list with actual purchases, identifying any 
unnecessary or "impulse buying" items. 



f 6. Discuss situations in which students made- purchases. without comparison shopping. 

. 7. Display a number v of items or packages (foods, detergents, etc.)'. , 

Ask students to determine which -offers the "besKpuy" -in* terms oT nutrition, cost 
■ per ounce, etc. ' I ,. Y « 

■ ■ : 8. Discuss .the 1 impact of advertising on the' individual consumer : How many-, ads do you 
. .see. or hear a day? '•y-'V.y/' \ »". ; 

, . t a. Survey TV commercials ; v . *, :. v ' 
.". ; ■ . ... .List, all the products advertised during a half-hour or hour show. Include 
■ " ; . ; ■ morninj, afternoon, arid: prime-time viewing hours., ; • . 
• b... Count 'the non-classified ads in the local newspaper.' 
• * c: Count the ads: in both a news and special interest, magazine,.: . 1 • ■ > ■ 5 ■ ' 



: i. ;Courit the' commercials during a half hour, of your favorite radio program. 
/ e. tabulate. the total number of ad§ for, a person listening' to; one rfdiVpro 
. watching one TV program, and reading two magazines. 0 • . 



/v. 



■ r 9. ( Discuss advertising and sales 1 techniques or gimmicks -which might be misleading. 
7" ' 'Discuss why such appeals "sell . 11 ' ; 



1 \ •' 



• V. '.' 



11, 



t 



♦ Transparency Master #7 
. Teacher PAL, . . i 



+ Adverti sin g 
(videotape) , 
Maryland Center for Public 



t Advertising ; The Image Makers 

(multimedia kitf r 
. Xerox Education Publications 

f Advertising : information , ,■ 
Persuasion or Deception • 

irraei5r^ , 

4 Buying with a Twisted Arm 
*pjrGuidi?6T" 

32 :"-v.'y 



A, . 



it 



■ v 



10. Utilize newspaper ads to compare prices of sale items w% ''lis^V 1 costs in ^.ocal' 
stores. •' ■" . " : K ■ , ^^M&$h---\> 

,11. Invite, a local store manager to discuss sales, emphas'izifi^ftepf year'to buy 



oo , 



41 , i: 8 



12. List different types of sales and evaluate tjie reason for t Ke -dTf feren t - s a 1 e s *a n d 
possible advantages and* disadvantages to the' buyer. , • • ' 



i ERIC 



+ !%DoWeBuy? . ' 

• pm Guide!)) 
(16 mm films) 
Journal Films, Inc. 

4 The Buy Line '' ' 

TFTlm Guide #8) 
'+ Foot in the Door > V'"' 

; Wm Guide I9T ; 

(16 mm films) , 
.... FilmFair Communications 

+ The Old Reliable Bait and 
Switch.. 



(16 mm film) 
Paramount-Oxford Films . 

+ 6 Billion M Sell 
[Film GuideTllT 
(16 mm film) . 

■ Films Incorporated. . 




+ 60 Second Spot 
TFilm Guide !U 
- (16 mm film) 
;> Pyramid Films. 



Local resource person. J t j 



t 



^3. '. Devise; a fc list of pointers for a "Shier Shopper." 



: ' 1 



IT 



' 14. Discuss action's and influences which often cause us to make less than wise consumer 
■ decisions: • •>•""•' " ,' '■]■) ■ • 

Include; impulsiveness ^ * 
leer & pareHal pressure ' 
; other "emotional Mors 



15. 



Include: price 

quality ; . ' 
' . service. 
Discuss the meaning of each/term. 1 



a 



. 16. List factors to, consider when choosing sale merchandise: j 
•: * Brand names and labels , : k ' : : 4 ' V ' 

* ' . * Regular' stock items ''or merchandise bought especially for the sale 
; . . , * Quality, price arid warranties of sMIar products offered' in 

''•:[-■'■)■■'{ • stores ' . ; V .' •;' , 

' * Blemishes, dents, scratches, etc. • "■•••^.■•■ / "? 

'.* Cotnpari son.'of sale items, fn : all categori es wi tn\i mi Tar non-sale items 



17. Ask, "What if an jdvertised sale item is no longer, available when you go to the 

::. Emphasize the fact that if the sale is still gding on, the consumer has the right ; \ 
'-. to demand the advertised item at the. advertised price, even if it must be ordered, 

JHude. discussion of "Rain Checks" offered by some stores* 
'ERIC / : v ■ • ..: . 
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Resources 



i , Buying Right t ■•• • 
let the Buyer 'jeware 1 

' "(sound fTfiEtrip series) . 
Eye Gate House 

+ Consumer Education Series 
(5 sound filmstripsT 
Interpretive Education' 

+ let's Go Shopping , i 
; Situationsl&T V 



Teacher PAL 



X 



J 



Comparison Shopping 
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Resources 



:18^ Emphasize -the importance of Earning shopping skills when shopping for services , 

; f yUT'HAS BEEN ESTIMATED THAT 40R OF OUR AFTER-TAX INCOME IS SPENT FOR SERVICES.) 
. List the types of services which, we all use. |j 

i 19. Evaluate the .following statements: .1 > 

' • • . ' * SElJrBEUAtCE 4 GOOD TASTE ARE YOUR BEST GUIDES /.' "'. ' 

'.* "HIGH' PRICE = ftUALITY" IS A FALLACY ••■ 
. v ' ■; *■ BRAND NAMES DO NOT NECESSARILY MEAN THE BEST BUY A - • 

20< 'Discuss sources of buyer information available in school and public libraries. 

Include: , •'• ■ ( , 

'■; Changing Kms . . Conswief s Buying Guide / . 

. :■ ' "... tei Cause Ikusletter ' ■ ,' te« Iraki-- . * ■- , . ••' 

.''[.. ' Consmev hlletin , ; ^wswre' toare/z . / 

. Consumer Newmkly M Consumer ' ; , ./' . 

■ &»ier Jtepflrte tow * ', ' 

• ■ '■'.:■'} V*:^: s tfcneymvth . v: ,• ; ;. 

. Obtain copies of as many publications as possible and discuss the- purpose of ; 
eacn.and .what type of information it contains. . • 

■■21'.. Suggest that students may keep current on consumer happenings by reading th,e' ■ 
';.'«■' ; consumer sections in most women 's 



I - 



J. JUtilize- 





P. 



■,'■'2.' Discuss the advantages and^disadvantages of budgeting. 1 v .. 
V3 v . Utilize an : audio-visual approach to the., need for* and advantages of budgeting . 
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y, i 



Student'PAL, pp. 37-44 , ; 



..;.-v 



+ Needs and Wants 
vWii'.fil^ Film Guide #13) 
FilmFair Communications ; 



3 • t 



♦ 



•I 



1. 



ize 



2 v CDiVecjt articles from. Business fleet tlevswek, ?ke s U,S, Eews and MM Report, The 
■'■ Ml Street Jwmal, and the daily Newspapers for a bulletin board emphasizing the;,, 
. ..theme, 



3. Discuss how dishonesty affects item cost, '/ 

4. Emphasize the importance of. the thirVT - responsibility. : v 
>.. ' {ski ■■ What is. -tliie;4^dj^_dtmi ^crnistiier 's responsibil ity -in , the marketplace? ', ! 



5. 



■ Role play types of consumer problems, emphasizing students' work-related 
experiences ; . , ' ." , ■ ■:■ 

List actual experiences. , ' * 

List possible problems'; ■ 
Determine the appropriate approach or agency to handle several of the examples '. 
listed; . J A ; 



6, 



Collect newspaper and magazine artitfeT describing various consumer . frauds. ■ 
Discuss how the individual consumer could have avoided his present plight and where 
he can go for help under his present situation. ; < . • V ; , • 



7; 



8. 



Invite a. representative of the Better Business Bureau to discuss -his agency's . 
consumer services. . "V" ' I >: )'Z' : ' 

Discuss ^he value and meaning of guarantees or Warranties. V. \ 

Ask: 4 "A (guarantee is a guarantee and it protects you when you buy a product. ! f 
Right?" - WRONG !!• Why? ,.: . 1 ; ' ; >' ' , ; 



Resoufces 



Local businessman 1 ' 




Student,PAl, pp. 4S r 57 : 



and / ■ 



r L? 



■ > 




ocal resource person ' '. 
» "Warranties : There Ought to be 

9 L3W# ii 

(pamphlet) ' • 

The Federal Trade Commission. • 



9, Collect several guarantees from different products. 
Rea| them and analyze them, 
Ask: What .parts of the product, are guaranteed? ,/ 
'' For how long? " ' 

Who stands behind the guarantee, the retailer or' the. manufacturer? 
. Where must the product be. taken or mailed if it -is defective? 1 
Will there be any costs to you and what are they? • • 
, , How soon will you get action on the defective product? 

10.. List the, areas which 'nuist be included in. a warranty: 

) l What product or part of product is guaranteed . 
■2, Duration of the guarantee' . v , 

. '3. vJIhat the consumer must do before the guarantor will fulfill his obligation 
'4... Who lire- guarantor: iV 1 
. ' 5. How. the guarantee will be fulfilled: unconditional ; parts t labor under 
. normal use; parts^ but not labor, etc. • ' > : : ; 

11 . Utilize audio-v^ual materials to demonstrate there really is somewhere to turn 
when there is a consumer complaint. . • ' ( . >. 

Include Federal Information Center sources for answers 'to questions about the 

federal government. • ■. 
(The nearest Federal Information Center is listed in the 
white pages of local telephone directories under "U.S. ' 
Government.") ' \. . \ ' ' . . 



( 
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* .Transparency Master #9 
Teacher PAL; 



+ Consumer Complaints : The Right 
Way_. 

H6..WH film -Film Guide 114) ^ 
Barr 'Films 1 ; ■ 

+ Tne Consumer ^ the Marketplace , 
. ^nsumer PurchasTng 
. (multi-media kit) v 
Pendulum Press, Inc. 



The Consumer Offensive 

• Benchmark Films, Inc. 1 

+ If It Doesn't Work Complain 
•Tit mW- FTfi GuWSj: 
Journal Films, Inc. 

+ Let's Go Shopping , , 
liulti -media kit) \ 
Changing Times ' 
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Resources 



,12. Discuss the" avenues of recourse open to the dissatisfied consumer. 
Identify the areas of concern for each. 
.. Merchants. , 

/. Suppliers. \. ;•' • ■ . 

■ : •• Radio. & TV ' 

"Action Reporter" • 
• , ■ . "Call for Action" 

■ Newspaper Action • 

• Private consumer organizations . 

• Business & trade associations 
State & local government 
Federal government agencies 

V • Legal channels-small claims courts; etc. ... 
. List several common agencies such as FDA, FTC, ICC, Consumer. Union, etc M and, 
■ : determine to which group each belongs. 

13. List the "Don'ts" to remember when complaining: 

; \ •• • ■ 1 i 

Don't: tell your story for practice - ( 

; lose your temper ••••• 

. , : . be afraid to speak out , , ' 

, - let distance stop you--write! . . ' 

' ever lose/confidence in your ability to win ■ 



14. ^'Form committees to compile lists of federal? state, and ; local agencies which pro- 
tect the consumer. , „ 
, Each committee, may prepare a written or. oral report of the value of the agencies' in 
providing consumer information. • • 

.15. ' Prepare a pamphlet, circular of information 4 / school newspaper, or bulletin. board 
■> contrasting rights and responsibilities of consumers. 
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+ There Is A law Against It 
Wm f 111 - FTlmluTde 117) 
This .is Fraud 

Wm 1W Film Guide 118') 
FilmFair Communications 

* Transparency .Master 110 ' 
Teacher PAL ' 



* Student Activity Sheet 11 
Teacher PAL 



■ \ 
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Tpday's consumer has 
'» a complex rale to •.. 
• • play in a complex 
>' .system, but can. learn 
to.be skilled in 
choosing and using 
, goods '.and services . 



■ 1 i 
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L Review' the meaning of consumer. Ask students to make consumer 
; words from the term, (con, sum, sue, etc) ' ■. . 



2. List the 4 sections in' the student PAL: ; 

•' . What's. My . ; 
*. /. Decisions, Decisions ■ 
: 'Do I Need A Budget? ' 
, The 3 R*s f ' \.. 
... .Discuss what those titles mean .to students' now. 

3. Utilize the Specialized Vocabulary for review' exercises or 
games, 5 



4. ' • Compare the terms Caveat emptor (let the. buyer beware), the law 
, - of the, Roman's; miCawat vendor (let the seller beware), the 

' ' byword of the current consumer movement. - 

5. Discuss the statement that modern consumers are beyond the 
' caveat epptor stage and are demanding that the buyer be 

informed. 

6. Review the student objectives for this module. 



* transparency Master 

fi. \ ' ., 
/Teacher PAL 



, • 
* Student Activity Sheet 
Teacher PAL • • 



\ 



\ 



* Student Activity Sheet 

#3 i 

Teacher PAL ■ 



t 



Generokaiions.., 


Aclivilies 


Resources \ 


... ' . » 


* ' ■ ' ' ■ ' . V-'.-' 

7. Plan and present a consumerism program Top other students 
or parent groups, emphasizing the points learned in class. 
Illustrate how it is possible for the modern consumer to 
not be baffled, bothered,, or bewildered. " \ 
■ t ■ Video-tape jTjfeasible. 


■ ■ » 


1 - 

0 1 

1 

' ■' \ , ' ■ • . 


8. AdjfnisterSaf/Zai, Bothered, Tedlknd test as a Post-test. 

■ ■ * ■ . •. ... ■ ■ 


* Test 
Teacher PAL ' '.V 

t, ■ 

■ -i ■ 


* 


' ■-ft-'.* • ' 

' . ,>.;'■ ' 

/ . | . , ' ■ . ; . 

i 1 • 


■■».'* . '•' .... 

f ' ' ' • ; ' ' ■" 

* "■, 6 ■ :. 

■ ■ -. i t 

i 
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The Advertising Council, Inc. 
'"' . 825. Third Avenue 
, New York, NY 10022 ■ . 

* AIMS Instructional Media 
" Services, Inc. . . 
626 Justin Avenue . 
Glendale, CA 91201. .' = ; 

. Alfred Higgins Productions, Inc. ) 
9100. Sunset Boulevard. 
J Los. Angeles, CA 90069 - i 

B.arr Films 

Arthur Barr Productions, Inc. - 
Post Office Box 5667 , " , 
: Pasadena, CA 91107 . ; 

Benchmark Films; Inc. 
,145 Scarborough Road 
Briarcliff.Manor!, NY. ^510 



Centron Films ; ' ■ 
1621 West Ittth Street 
Lawrence, KS '66044 



Changing Times Education Service 

172.9 H Street M. • 
Washington,, D.C. 20006 

Eye Gate House \ ' ' ( • 
146-01 Archer Avenue ' V 
Jamaica, NY 11435 



Federal Reserve Bank of , 
Atlanta" . 
0 104 Marietta Street CW. 
ERiClaQta, GA . 30303, X 



X 



Federal Reserve Bank of ■ 
Minneapolis 
250 Marquette Avenue- 
Minneapolis, MN 55480 ■ 

Federal Reserve Bank of. 
Jew York • / ' 
Public Information Department 
33 Liberty Street . f 
New York, NY 10045 ., , 

The Federal trade Commission 
Legal and PubTic Records ' ■•/. 
Room 130 

Washington, D.C 20580 

FilmFair Communications'^ 
10900 Ventura Boulevard 
Studio City, CA 91604 . 

■ Films Incorporated 
1144 Wrlmet'te Avenue ' 
Wilmette, II 600$1 

Interpretive Education . 
40.0 Bryant street 
Kalamazoo, Hi 49001 

Journal Films. Inc. 
930 Pi tner Avenue 
Evanston, IL 60202 

The Kingdom of Mocha 
Post Office Box 1400k 
Dayton, OH 45414 ' 



Maryland Center for Public 

.. Broadcasting ' V 

Owings Mills, MD '21117 * ,'. 

Modern Talking Picture Service. 

•5000 Park Street North 

St v Petersburg, FL 33709 ' 

Pa ramoun t-Ox ford ■ Fi Tms '. ' < 
'5451 Marathon Street • 
Hollywood, CA, . 90038 \ _«••'• 

Pendulum: Press 7 , Inc. : ",; ■ •' 
Social Studies School Service 
10000 Culver Boulevard ■ 
Culver City, CA 902.30 

'Pyramid Films 

Box 1048 ' r 

Santa Monica,. CA 90406 ' V 

Uni graph Products ' 

Post Office Box 24287 „ > 

Seattle, WA 98124 

Walt Disney Educational , • 
. Materials 

500 South Buena Vista Street 
Burbank, CA 91521 , , T r i 

. V ' 

Xerox Education Publications 
: Education Center . 
Columbus, OH 43216' ' 



lanta 



. . .. APR ' 

v BAIT & SWITCH L ; 
BALLOON PAYMENT 
BARTER 

,/ BETTER .BUSINESS BUREAU 

> . : ■. . ■ " , . 

.' BUDGET , ; * . 

'. v •■ '•' 

COMMAND ECONOMY 

. COMPARISON SHOPPING 
.'COMPETITION /. 
CON ARTIST . 



Annual Percentage Rate; the rate of interest for one year; thfc 
real cost of credit ' ' " 

A method used by a seller to lure customers with an advertised 
.item and then try to sell, a similar, but more costly, item , . - 

An inflated final payment in a credit contract; often twice the 
size^of other payments ' ' , , 

, ;.' '• ? ■ : . ; , 
To give goods, or services in' return for other goods, or services;, 
to trade ■ v ' .■ 1 * ' 

A non-profit business organization which provides informatioir con- 
cerning companies selling goods and services, and offers a free-of- 
charge procedure for processing consumer complaints' . 

A plan for using your money , < ■ 9 1 

< • • « *■ 

An economic system in which. production decisions are made by a 
ruler or a sma^ group of rulers ' 

Shopping for the best value by comparing quality and cost 

Business rivalry^ competing for customers or markets . 

*■ ■ ' • 

Confidence man; one who attempts to. cheat another through trickery 



CONCISE . . . . Brief and to the point 

CONSCIENTIOUS • ; Careful . ' 

CONSUMER ■ f 



CONTRACT 



DEFAULT 
DEMAND 



. . fy . • , A person who uses goods or services to satisfy. his own needs 

•, . : • rather than to resell or produce. other goods with them *: V .. 

. • A.legal agreement between two parties in which one agrees to " 

.. , , give something in return for. receiving something else "' 

CREDIT • ' ; . • , Paying for the privilege of using an item before it is paid for . 

. . : - 1 Failure. 'to pay when due .,• . ' 1 

f . ... ' I ne ^antity of goods o^ services purchasers art willing and able' 

V '-. ,.; ' to buy at a specific price' at a given tjme 

DOWNPAYMENT V A part of the full price" paid at the time of purchase or deliver! 

• • with the balance -to- be paid later ."v 

mm . A system of producing, distributing and consuming wealth; finan- 

• . cial system " l 

•., ■ . : ': . v • ■ : : • ' ' .• .- •' v - / ■ '• • . . ; 

ESTIMATE . v Calculate; gauge ■ ; ' ■ V } - ,\ ' , ; ' 

. FIXED EXPENSES ; ; ■■; . Expenses which remain much thfsame from month to month 

v ' ' •. ■ . , • •' ' . : : '■ ' > , ')'.- ' •■ . „-',' • ' ' ■ ' 

0 FLEXIBLE EXPENSES ' Expenses which can vary from month to month 

■■ FREE ENTERPRISE An economic system in whi(!h private industry and business is free 

-y , • . ;.■ t . to operatejompetitively with a minimum of government regulation 



.. .IMPULSE BUYING 

• 'INCOME v '.: 

• TOES! . ' 
INVENTORY • 
IRREGULARS " ■ 



.MARKET ... 
MARKET ECONOMY 

,s « 

PERFORMANCE 

PROFITS/' . , 

RECUSE ^' 1 

'reparation "■ 
"reputable 



Money received pri a regular basis <' 

The' amount paid for the use of borrowed feiner 

■■. '•'.•'<..•••• ■ ■/• . ' , • • ^ 

Listing of all goods and merchandise wiihin'a store 

Items that have some type of imperfection 

Non-essen'tials ■' *' . •. '>■"*'•' } ' ■ ')•'•'' '•'' 

To offer for. sale; purchasers « 4 >■ 

An economic system ih which producers try to sell their goods ; 
and services at-the highestfrice consumers will pay • 

The effectiveness' of operation ;or function ' v' 



... - . „ ;er all costs of producing goods and oper- 
ating a business have been deducted 

Kelp; .protection " 1 ;- ; :\^ . v , 

:ion;'anything done to, make up for a wrong fl . 
Respectable; v/ell thought of , ■, T . . ■ V [ 
Obligations ' . . , ; v.. • . ;% 



.RIGHTS ; 
' SCARCITY 

SEASONAL 

• SECURITY 

■/ " 

, SERVICE 



SN&8- APPEAL y 

SPECIFIC ' ' « 
SUPPLY ! " . : 

SYMPATHY "I 
TRAD\NG STAMPS ' 

TRADITIONAL ECONOMY 



■ t 



.1 



VANITY 



* / .WHITE ELEPHANT £\ 



Those things to which one has a just claim or should expect' 

Deficiency; limited resources to purchase Wijuj ted needs $ 
wants • ■ ' ■•' ". 



a particular time of the year ' - 



as a 



Work done, or duty performed for anotfier.or others, such as pro-, 
fessional service, repair service. > 



to one's desire to appear to be richer, more successful, 
etc., 'than others 

"Definite;^ precise ; ,, P S 

The quantity of goods or services sellers are willing to sell at 
a;specKic priceTOa .given tiine ; > ,/ r /;; 



• pity 



Stamps given M merchants at the time of purchase; stamps, may be^ 
redeemed lateryor gifts 

An Economic system in which most production decisions are. made 
following the. customs. of ancestors ■: 

Being excessively proud of oneself or one's possessions 

An item which is no longer of value to the owner .-■ 
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ADVERTISING: INFORMATION^ PERSUASION OR DECEPTION (13 minutes) - Journal, 1973 \ , \ ; FILM GllIDE 15 

Every purchase represents an attempt to satisfy needs and desires on many different levels from the most 
practical to the completely irrational > Advertisers try 'to reach the consumer on all of these levels. 
. Starting' from this premise and .employing a light but critical Approach, the filmlelps students distinguish 
between the informational and manipulative uses of. advertising. : "•*< / 

'.' .'"V \ . ' • • ; l .y.' . • ' *..,•/. ' ; ' ,. 'V, ,' "" • '. " .'• ■ ; .. — 

Mtf|:(TI1E) (14' minutes) - FilmFair, '1972 • r ^ '. • J : ' FILM GUIDES 

•the: film opens/with! a rapia' montage of contemporary visual advertising. . We examine each ad learning about ' 
psychological seduction, disclaimers', false and misleading statements, etc. We also examine good ads. that '"• 
provide decision making information. Actoll ads are presented (with product names masked) to illustrate how 
they. use fantasy appeals tp power, sexuality, popularity, and' status to get the consumer to buy 'the product. . 
Finally, a group. of typical consumer's share their opinions about advertising 'and offer personal crite% for 
judging ads and their products. . 

1^ ; ' ■ ; ; . ' ' FILM GUIDE*' 16 



-;: There are a number of buying situations where, the/buyer appears trapped... there is nothing that can be done ' 
except .to make the purchase. =• In the.^ilm we view four, vignettes -where the buyer appears trapped by an 'emer- . 
. gency, by pressure, by his or her emotions,, and the flattery of a salesman. You decide — are they trapped, 
, ,or^jQdjpr^at jon:a11;w them to make a rational buying decision?' No one is twisting your arm. . •* ' 

. COMPARISON SHOPPING PUZZLE (THE) (13 minutes)'-. Journal, 1978 ' • ' 

How can , you figure out the shopping puzzle and still come out ahead? When you first -fry to put it together/ 
• U s thoroughly confusing, but as you work 1 at it, it all begins to fit. First, determine your need. Then, "' 
.•after determining that you need the product.or service, do some research and: investigating.. Take a look at ' 
, ail 'the same products available and check prices and dealer reputation/ If you: charge your purchase, shop 

forte lowest, interest rates, you'll find dollars' saved, better and smarter investments arid happier, more, v 
: trouble-free usetof everything you buy •'• > } 
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' CONSUMER COMPLAINTS! ', THE, RIGHT MAY (11 minutes) - Alfred Higgins Productions, Inc. 1976 

,.' Throughout history, man has needed to rely orv others for products and services,. What, then, 
products and services are not' what they should be? A consumer 1 , when wronged, can get results 
- mate . complaint by' going about it the right way. * 



' VCONSUHER GAME'Hfe minutes) Ryramid v 1973 \. V . ■■ 

' ;• In a consumer, society, buying the products people need and want is, a kind of game ; For teen-, a _.„, 
vation to play lies' in the thirty billion- dollars a year they have' available to spend. The object 
y j game for the consumer is to obtain" as much value as possible for his limited, supply of money,: The 
;: the- game for the seller is to make as large a profit as possible on money invested in producing goM;M™ 
these; two goals- of the consumer game conflict:- consumers Yean be. winners only if they know sonid IkimMm, 
points of the- game. ' . ' . ' 1 ,' . , \ " V^HS*- 

'.«.■' ■ ■ .' ■ ■ ■ *« . ,*•. ' > ■'"» .'.' i 

^ CONSUMER OFFENSIVE (THE) (26 minutes) - Benchmark, 1975 . . '*V- :. ; ' . J 

The old expression "you can't fight city hall" 4 wrong. The individual American consumer, cynical about -'^ 
government. ■anS\[ndustfy , .s indifference to his needs] is discovering how to get better products for less' money, 

' .protect his environment, and improve the quality of his life — by joining local and national consumer organi- 
zations. .Over, the past 75 years 1 , the consumer movement has lobbied for the passage of consumer protection .. . 
laws, boycotted and 'demonstrated, tested and rated brand products', and organized consumer groups that do every- 
thing from run food, co-ops to vote for legislation against unsafe' nuclear plants. Since the 1960's Ralph 

' Nader, assisted by his young volunteers, has. shown how much one man can do to improve life for 1 all consumers... 

. ;;K2'ji^|? f |rifiife) - FilmFair, lW . ; ,: . ,, ' ; , V FILM GUIDE 19 
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• A potential vietim^of consumer fraud tells how a- door-to-door salesman tried td : seil her a color 'TV at her ... 
During the dramatized situation, she tells how her awareness of fraud came about because as a resident of a t 
, low- income housing project, she-' had, been victimized by a similar prtsch a- year' earlier, Her alertness in the o '"' 
; present case results in arrest of the Salesman. The film continues- with a ''police lieutenant, familiar with ; 
• fraud, who describes' several pitches that can entrap. people (hole "improvement frauds, magazine sales, etc.), 
. and lists basic questions to ask cfurselves before signing a contract. Finally, a baby* picture saleswoman 
..describes salts methods and some of 'her psychological tricks, the film closes ^as the door Opens 'and the baby 
^"$i"ctiare: ^al estmanj^giiis'- *^p- ? .^i tch N : - the-' VfewSig :audience^ ':, 



IF IT DOE$N>'T\WQRK.. . COMPLAIN . (IB minutes) - Journal , 1975 % , FILM. GUIDE, 116' 

Everybody's bound to get stuck with a. lemon once in a while.; You mighty just as, well grin and kiss your money 
goodbye. Right? Wrontf,. The film highlights the many steps the individual consumer can take to recover the 
lots from the. purchase of an unreliable product or service. From shopping sensibly, to^the proper procedure 
for registering complaints, to the -legal avenues availableV.it points out the specific's to gain: satisfaction. 
When you buy something, and it doesn't work, complain!* ' : : 
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KINGDOM OF MOCHA (THE) (26 minutes) - rModem Talking Picture Service, 1976 , FJLM GUIDE l\ 

' , ' S ' ' ' , , l i ' » ■ . o ■ 

' * ' : . , "jH* . ' 1 . i ■ ■■ ■ ■ ■ ...*',•.. f 

Once upon a time there lived a smarll tribe of. people on a far distant, island. . .so begins the, story of the 
Kingdom of Mocha, an island kingdom so remote it's quite unlike our world. Or is it? Perhaps only at first. 
All finds of peop.le*Tive on Moc^ a simple, peaceful life^trading fish and -coconuts and firewood, But . 
then; they invent money, and thing) start happening thick and^ast,' Mochans develop many' of the same economic 
i. They try to solve them with 1 things like high taxes. and price ceilings, But they soon learn 



problems we have. They try to solve them with! things like high taxes. and price ceilings, But they soon learn 
that 1 such, things "don't work well - that the strength "of a competitive enterprise system lies in producing 



what people need and getting fair earnings 'in return.. ' 



MONEY; WHAT JT^S WORTH (16 minutes) - FilmFai r, 1975 , . . FILW GUIDE 12 

In a distant future that 'has no money,, a woman asks the maste^cqmputer to ; explain what, she has found: a. , 
penny of our time . In expl ai ni ng tfe, coi n , . the computer must first coyer the basics; it defines price > the. J. 
inconvenience of barter,, how .money smarted., and .its various 'fornis and necessary characteristics (uni formity^ , 
portability, etc.). -It then finds; it must ^explain supply and demand, the. gold stanza rf, how complexity in •/ 
dealings ljd ta :/ the use of currency and then checks, 'intrinsic value, why. money must represent Teal value ■ 
somewhere and, /finally, inflation.. As these terms are defined and explained, the computer uses its screen '. 
to show animated scenes to illustrate its points.. Throughout the. film a timeless narrator further develops- ; 
the concepts. /introduced. • ' . ] , V V . : 



28 



NfePMTS (9 minutes) - FiWair, 1976- ; : f^ILfl GUIDE #13 

c!l.? ^ s Jrf?aced, raucous reproductiori bf a television game shoWv Joseand Marcia battle for the big prize, ' : 
E C contestant describes higher values, goals and lifestyle yhich are: postej. otv the "lifes^le' board" be- 
ftind them, pey then see a parade of consumer products 'and mu$t decide if each product represents -a real : ;: 
T\ I" W ^ their^stated lifestyle. P right or wrong emphasis I given, to values . 
d goa s or lifestyles decisions .about needs .and wants. <frf evaluated only as they re ate to a g ve 



FILM GUIDE 110 



MS!ffiMa»l'(THEj.(5 minutes) - Pyramid,L976 \ 

Ilq h ^ e L Gal H W T thy c^ U - ley ^ 1 r*H C [ azy ^ t tereo *™ ^ *° P^cfiase the advertised^special : a- 

i V^l^i S r? that "special" has been sold, Cr^.'Al sells him another model for a mere 
a 1 5 s o t VI ? 5 mmf ^> ^Isworthy tears his contract and makes a down payment on 
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SU BI« ^ Mtt (15 minutes) -|ilms, Inc., 1976 . J 

A lively combination of comedy, anima^fon, and an original pop theme song are used to expose the questionable 
techniques of TV commercials. The film makes the" viewer aware' Of how advertising can influence attitudes, 
Values, and expectations .and helps 'consumers develop, a. healthy skepticism' about advertising claims. Young 
e le talking about their experiences, along with clips, from JV commercials, mak? this film an enjoyable , ■ 
learn\pg experience. , \ . • ; 1 f '.. 



SJXTl SECOND SPOT (25 minutes). - Pyramid Films, 1974 



FILM GUIDE, |12 



This film follows the iiroductipn of .3 TV cqpercial from theitobyboard concept through • production plan-, 
ning M casting to the actual filming on location in Yuma, ArW, where Beau Gesie with. Gary Cqoper-was 



filmed forty years earlier. 




s. . ^ 




i) 



, SliTlMMSlIf 8 minutes)' - FttmFair, 1972 ' _ ;■ > V FILM MDE J17' 

i ftW.W;*! ebt a ready paid, and a housewife pr^sured into signing a i Z^kmt 
: . N door-to-oW salesman. Jhe f 1m then dramatizes how new consir laws in one state Calif ornia) protect 
■■ffi? ,rtse .' * exp]ains ; provisions of the Taws, responsibility of the businesses involved, < 
, v and the steps the consumer should take, The film ends %y emphasizing that 4t is up to the consLr t a 
advantage of these laws and that no, Taw can protect the consumer from himself, " ^ 

THIS J^. FRAUD (8 minutes) - FilmFair/1 972 ' V "~~< ■ ' : * FILM GUIDE 118* 

: if, *f^f ° n TV has "jost been sol d 11 /^. the customer is' steered to more costly buys-: the old "bait ' 
. .and switch technique, A dbor-to-door vacuum cleaner salesman. discreetly spills additional dirt on the floor 
; to ma e. isjjachine seem- better. A woman reminds a contractor that he said his stucco job would' last \s iL 
the House - he says here is nothing like that in the contract she signed. The methods of recourse for 

; ; Weau v dist net attorney's office, legal aid society, etc. Using .three of the cases dramatized, the fikji 
. . underscores bow certain danger signals. in each .case could have hel ped stpp the fraud before it happened. 

(10 minutes) ^ Journal, 1971 ' : - : / ■ ' •' fJlM GUIDE #7 

, ;, Meet. Frank Frontlash and Mildred Maximum; they buy things. Frank and Mildred aw modern consumers. In addi- : 
; . -tow to. ^-^^%^ 4 ^rM clothing, shelter,, they also have. some important psychic needs 
; which they try o satisfy with the things they buy. Frank buys 442 horse-power worth of status, and Mildred , 
;. buys love in a tybe of toothpaste. The film, through this fictionalized and comigal approach, focuses in on ■ 

the emotional elements, which enter into 0 t.he buying decision and shows how advertising utilizes the emotional 

appeals to sway\our purchase decisions; •■ * . , / 



WWW - Disney, 1970 
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}, ■ The history of noney as am^ns of exchange is traced from, the use of sea shells and -sWiite throuqn coins/, 
currency, and ban checks, to the ubiquitous, crediteard. The film outlines constructive consumer paVterns • 
.and acquaints students with the economic concepts Bfirlying the institution of credit cards. , 1 

eric ; ■ , V:V;C< . . ' * 
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CHOOSE THE BEST ANSWERER EACH STATEMENT OR BUESTION. * , * 

V • ' . . v •:' ' ' ■ ."• ■ • ' .. . ••' ""■ ' . ..a. . 

7 ■ . ' ' : . .". ■ ^ 5 -v..' : ;.".'V--.; :. 

V. Bait and switch mfeans to ^ ^ 8 ■ . .j 

^ / a. payfor the privilege of°using an item before the item is paid 

' ■ for. ' : > , • - * • A • u 

B. ; lure customers with an advertised item and then try to sel T\ them- 

a similar, more . costl^ item. > ) 

C. shop for the best value by comparing di ffefent* model s ^Tj^kes 
of the same item in several stores. * * 

D. convince someone* to withdraw all of their savings from a bank 

" for safekeeping and later give %tbem i worthless fatter in return. _ 

2. The name of the economic system used in the United States is ' — . ■ 

A. democracy. 

B. sjjpply and , demand. ; V " * . 

^ C. independence. *. 

Q. free enterprise. • <v / 

3. In a fr^e enterprise system . . v 

4. sellers compete for* buyers 1 dollars. , 

B. consumers have-no control over what is available. 

C. all items are >old at fixed prices. v 

D. quantities are, always limited. * * % 7 * 

H * - 

4. Mr. Grimes, like the other farmers, in his region, was^told by the state 
to grow corn this year and to sell it at a certain price. This fall Mr. 
Grimes must prepare for nex^t year's crops. He has been told to plant 
vy^at and.. oDhbs ., ■ ■ • 

• The economic system described above can be best described • as one of 

A. government control. \ 

B. free enterprise. : 

C. k supply and demand . / . ** 
0. market economy.* . , , , 
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5. . When . art Hem is sold, the profits- are NOT used to - ? 

A . . buy new materials and products. ...,.. y ■ ;••'-; 

,.' B. pay the seller and his employees, ^ - .. ' ' 

C. expand the business, i. .:t . % ,\ • 

D. pay inventory taxes/ 

. • • '• • '•• ■ * . " . ' '•■ •'•')• \" 

6. A. money economy is one in which 7 - * 

A. cash' is used to pay fo»r everything. — ■■ 

B. purchases are made with money > -' \ .-.*: ^ 
n- C. ,- paper money is always, backed by gold. :X 

D. paper 'money is always backed by silver. » v v. 

; " . / " ■•. " v v . ' 

7. The 9 best description of the iaw.af supply and demands: ." 

s . A. The consumer supplies the money", and business demands rt for an . 

i tern J 
: ' B. Business demands that consumers buy art/item, and business supplies* 

C. The- consumer demands an item, and business supplies it. J 

' .... d. The. consume? -demands an item, and supplies the..; money, demanded Ay 

\ business. , ' 1 * .' \ • * '• 

8 V ' The great gospel singer P,e1 vis Pretzel* has announced that 'a special record 

• of his greatest, previously unrecorded^ hits win be pleased .in limited 

quantities. Millions ofWe ™a\ r * cof t*%™KP^ 
' a copy. If Pretzel. records normally sell for $4,198 - $5.98', what will ^ . 
probably.be the price of this latest record? • . « \. ■ 

V -A". $2.98 ' 1 ' 

.y . B.. $5.49«. \ ... • 1 ' 

' / C. $7.98 .) « ■ ..■ ;.. 

D. $3.98 ' • , - •; ; * 

• 9.- The price and supply of an item for sale in the' United States is usually 

• determined by ■ . * 

\ A. the consumer. ... V . • ' 

'B.- the government. . » \ . ... 

■ • * '» C. . business. . • * • . J 

.' , 0. production: • ■•} '> ' . ■'■ , 

10. The economic system of the United Statescan be characterized by which 

of the, foil owing terms'?- 

A.' Supply and demand 

■ . Vl B. Money economy ^ .< 

c. 'Free enterp>i&eV7\ ' , " • • / 

D. All of the . above*-*"- ' 



1 



71 



Baffl ed , Botlier ed, Bewildered 
Page Three ' ' % ■ 



11 



12. 



13. 



1*. 



15, 



A consumer votes in the^m|irJ<etplace by 

A'. ..spending more money than another consumer, 
B, choosing one item dtfer another, 
C- >trying toe keep up with the neighbors, 
D. having money, to spend. , 



Which of the following has the most influence upon what is produced 

in this country? . 
•;• k: Labor v " ' 

V By .Business money , ' 

C: . Consumer demand \ . ■•■•/• 

dT Government • 

Which of the following are sources of. information 8 for^pompari son shopping? 

A- Advertisements 

B. Better Business Bureaus 
- , C. . Labels and wanrflpties 

D. - All of the above 



»7 



In order to get the best bargain when comparison shopping, it is wise 

to compare J ' • 

A. sizes of stores, sizes of items, store brands and brand names. 

B. «* sizes of the items, store services, store policies, and 

friendliness of the cashier,* "v- . 

* : C. store brands and name brands, store services, sizes of items 
and^ store policies- * 
D- all of the above, v • 

. . ■ j) 

Joe tool "bought bright red shirt from Tony's Toggery and wore it horhe 
from the store, Whereupon Joe played basketball in his driveway with ; 
his friends. Cater, tired and perspiring heavily, Joe removed his new, 
red shirt only to*fi'nd his undershirt had started to tur ^ ed v Joe 
probably pouldvhave avoided this situation by /, ^gSft 

°A, not buyiog and using : a cheap deodorant/ 
B, reading and heeding the care label in the shirt. 
C\ buying a more expensive shirt. , * ; * * 
D, buying the shirt ^in a larger size. ''->' 1 : * 
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16. ' When deciding where to make a purchase, the consumer should compare * 

A. costs, store services and store size. 

B. store pc>1 icies and services. 
" C. costs, store services and policies. 

D. store size, services and policies. 

17. Leftovers or^ld, hard~to~sell- items would probably NOT be on sale at 

A. an eW-of-sea§on sale. V . J - . 

B. a white elephant sale. ^ .< • 

C. a seasonal, sale. 

D. a pre- inventory salfi. ' • ', 

18. (The consumer can avoid impulse buying by 

A. making and keeping a .list of things to buy. . . . 

B. knowing what is needed and how -much money is available to spend 
- . on it. 

C. not buying things that don't have a usp. f 

D. doing all oi^the above. ■ ' ' . 

19. In the spring Happ purchased a coat on sale at a considerable savings. 
What type of sale was. this? ' • . - . . " j 

A. Seasonal ' ; ^ 

B. Special ./ • > , >»'•■.• . 4 

C. End-of-season, - 

* ' \ D. Inventory * - - 

20. When shopping for credit, thW consumer should consider 
- A. the dqwnpaynient -^nd % "Size of the payments . 

B. ^ security and 'irisurahce: ' jf" , ... . : 

C. prepayment r'missed payment and default policies. 

d! all of the Above. 

21. *When a clothing salesman says,. "This suit .was mide by Jimmy Carter's 

tailor," he is trying to sell the suit by 
A. using snob appeal . ■ 
' B. appealing to your better instincts. 
a . c ". appealing to your competitive instincts. 
: D. all of the above. 

22* Which. of the following is usually NOT a sales trick or. gimmick? 

A. Coupons > 

B. ■ Trading stamps / ^ 

C. \ Sales !. 

D. Bait and switch tactics t 
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23. Which statement is not a characteristic of budgeting? 
s A. -increases spendable income 

B.., Determines how much money there is to spend 
G. Plan for saving 
;" D. Compares estimates wi.th actual spending k . 

24. Delivery, communication failures, deceptions and fraud are examples 
. orcohsumer , 

A. buying practices. . • V , . " • 

B. responsibilities. > : . JV ;..;..■» ^ 

C. "problems.-- • 

D. recourse.. ' ' 

25/ A consumer purchases a refrigerator with a/fce maker which is delivered, 
but not installed. The buyer thought the seller was responsible for 
installation, but the seller expected the buyer to make ^eparate 
• arrangements. 

. - Jhis is an example Of a consumer problem, caused by 

A. delivery failure. . , * 
- B> performance failure. 

v". G. communication failure. j 
> 0. fraud. . , • • ; ' > ; - --v , . ; . ••• lV . 

26 A consumer can avoid problems by exercising resbpnsibiVity through 
4' ' A. purchasing from established, "reputable dealers. 

B. purchasing from new stores offering reduced prices. . 

C. purchasing from friends. 

D. avoiding comparison shopping. 
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Consumer Complaints 



How can complaints be fondled, to the consumer' s-bes 
interests? . What can the consumer do when a product/' 

_ . proves le s s -than- satisfactory? . »: , 

Most of us have experienced difficulties with items at some time -and 
often learn too late the "Don'ts" of complaining. List common con-, 
sumer complaints and -use the BASIC RULES OF COMPLAINING outlined 
below to discuss the best methods for handling such complaints.: •*' 




.». ' ' i . • 'STEPS TOP,' REGISTERING A COMPLAINT 

• ■• J '" r -J ; ■ ■; ' \ . ^ • 

Pursue your complaint as soon as possible while itr s 
|till. fres^ in 1 your mind / 

"Explftn" the problem clearly and without hesitation. 

Be courteous, yet firm in your approach- > 

Be in control of your emotiqns . . 

Have all your- supporting documents in appropriate- ordery . 

' ■ « ■ _ 'W ■ * ' 

Listen carefully to what you are offered to settle' your 
complaint. Does, it pound acceptable? 

Be -willing to compromise when .it is in ordejf{,-. Compromise 
is more appropriate when you- are partially' at fault , ©r : . 
when you will getj^no thing without compromising. 

' When you register a~"complaint / if possible first talk t 
the . clerk you dealt , with .. ' ' ' • ^ 

If the cierk cannot help you, complain to th^* manager . ^ 

If the manager' ca^" help^you, go to , the next ' level of;. 

authority -all the way up the line until you get * - 

, satisfaction . , 

„ • • ' • • ' "■ * . : '- 

AlWys be persistent even £f your initial efforts have^ 

• been'-rebuf f ed , . Y^ u mpst -^remember that yo^i are probably^, - 
prepared to giv,e 'your, ow* problem more attention than' » 

t others , who eVentually .might handle ,your case • • ^ 




12. Wait a reasonable amount of time for your complaint to 



be settled 
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1. • Review th^ meanings of the following Passwords you have studied in BAFFLED, • 
<» BOTHERED, BEWILDERED: . .' ^ ' 



APR v " • M 

BAIT AND SWITCH ' 

BETTER BUSINESS,JUREAU 

BUDGET 

COMPARISON SHOPPING . 
COMPETITION 

CONSCIENTIOUS x 
CONSUMER 



v CONTRACT 
CREDIT . 
' DEMAND 

DOWNPAYMENT 
ECONOMY 

FREE ENTERPRISE 
.IMPULSE BUYING . 
INCOME 



•1 

2.- Write the word from the list that matches each description: 

. ' • ' ■"- • ' - ' \ 

J • •* " i. \ A plan for spending your money 



INTEREST 
RECOURSE 
REPUTABLE 
RESPONSIBILITIES 
RIGHTS 
SECURITY 
SERVICE 
SUPPLY 



Paying for the p.w'vilege„.of using an item 
before, it is* paid for 



1) 



1 



_"payinent: the part of the full price 
paid at the time of; purchase -or del i very ^ 

^hel^mount purchasers are Veiling to buy- . 
at i specified price 

Annual .Percentage Rate- 

**• * 

r The amQunt available for sale or thfc amountv 
sellers are willing to sell at a specific price 

Work done or duty performed for another or 
others • ^ 

The amount paid for the use of borrowed money' 
Money received on^ regular basis 

A legal agreement between two parti es^Tn whicji 

'one agrees to give, something in return for rei- 

qeiving something'else . 

■ , v/ - ' • - ■ . , 
A person who uses^ goods or services ■ 

" Better Business Bureau 



{ 



NOW THAT YOU HAVE COMPLETED THE ACTIVITIES IN THE .BASIC 
ECONOMICS SKILLS PAL, YOU SHOULD BE ABIE TO.: ' 
4 



1. Recognize "the definitions of the passwords used In this PAU\ 

2. " Nome the economic system operating in 0 the *UnI ted States, % - 

3. Compare and recognize "free enterprise and government-controlled , 

> . economic systems. , ^ 

l<;now how business profits are used, 

5. Describe a money econoihy. * • v : 

6. Name the suppliers and demahders.in the law of supply- and demand, and 
.explain how the law works. 

7. "Describe the effect of excess supply or denjand on prices. 

8. Name, 'what detgrmin&s priqe and supply. - m 

•\9n Describe how consumers vote in .the 'marketplace. ? *\ 

10. , Identify sources of information for comparison shopping. . ; 

Ujr -Name Sood comparison shopping practices/ y 

12. Know what to consider when deciding from what store to aioke a major 
. v purchase. y * 

13; Describe different kinds^' of sales. 

M. Kqpw^how to -avoW being an impulse buyer. 

15. Kriow.how t^9<use sales to your advantage. '. '< ■ 

16. Identify the best of several buys. 

17. Know how to shqp for credit. 1 
;18/ Recognize pressure-sell ifig techniques.- wr __„ 





19^ Rec ^nize sales gimmicks/*: * . -ft 
20. Name the.. advantages' Of budgets and 'how they can, fail. 
^ *2l, Recognize types of failures causing consumer problems. 
22. Know how to seefc recourse' for Consumer problems: 




m 



. Locate the twelve words you have written as they appear in the yIM Search, 
- Puzzle below. y I ■ . 

and Bewildered. ■• . ^ 



xxxxxxxxxxxxxxxxxxxxxxxwxxxxxxxxxxxxxxxxxxxxxxxx^jxxxxxjxm 

XrIGHTSXXXXXXXXXXXXXCOMPETITIONXXXEXXXXXXXXXXXX^ 

XEXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXCXXCONSCIENTiaHS^^ j 
XsXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXOXXXXXXXXXXXXXXX^XXXXX^XXMX g 

XpXXxJxXBXXXXXCX^XDO 

XoXXXXXXuXXXXXRXXXXEXXXXXXXLXXXXXXOXXXXNj^XXXiXXX^XoX^ 
XNX^XXXXDWiWEXXXXMXXXXXXXPXXXXXXMXXX^NTRACTXXX^XNX^ 
XsXXXXXXGXXX^XDXXX^PBXXXXXPXXXXXXYXXXXOXXXXXX^ 
*IXX*XXX E XXXXXIXXXX 

x£xXXXXXtXXXXXTXXXXD«XXXSERVICEXXXXREP^ 

XlXXXXXXXXXXXXXXXXXX^XXXXXXXXXXXXXXXXXXXXXXXXXXXXX^XE^ 

X^XXXXXXXXXXXXXBAITANDSWITCHXXXXXXXXXXXXXXXXXXXXXX^ 

wxxxxxxxxxxx>cxxxxxxx^ > 



/ 



Student 
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film guide: THE KINGDOM 

OF MOCHA 

Once. upAa'tune. theJie. tCvzd a Arnatldute o{ people, 
on a. ikvi diitOvt UMfid. ,.&o be.gln* the. 6toiy o&J:h& Itcng- 
dom o%' Mocha, ah XMand Mngdom 4o Azmote. Wi qwite. uytLtke. 
ouA mnZd. Oi Alp? TeAhap* only at \Xju>t. JvaicU yoA 
piople. IL\j<l on Mbc/ta---* 4impl&, peaceful Ufa, piadutg J>un, . 
^mm^m co&ovuttA <ytcfc tf^ewood. But thin thay tnv&nt money , and Vungi 
btoKt happening thick: and idi't. Mochan* develop many ofc.the: 4ame. *co- . . 
nomic moblzm we have. -They ^ to <so£ue. the.m uUXh.th^igj Uke. Ju.gh ^ 
taxea and p/ixce. cecOng*. "Bat thzy toon l&aAn that,6uch th+ng* do*t X-.:, \ 
wo/ifc* ueM~-thcvt the. itxzngth oJ a competitive. enteApW, 4t/4tem £ce4 -at 
"p/toducing- what people, need cma\^ttting lain. eauUngA aji teXuAn 

As you watch this film, or when it is completed, 
answer the fo.l lowing' questions : > . . 

*~ ' * ' ' i ' ' 

1. What is the barter system?-. ' 




^•Why. dijl^-Mophans stop using the barter ; system?. 



3. In what :ways di tf'^he^|ochdns show that wants are \ 
unlimited? ^U. \ '* ., : 



4. Why p\i,d-some Mochans special ize in, different^ tasks-? 





n Mocha the"md4y- systfeni^^ed on the clam because of 
ig, Daddy's declaration. What is the basis of our money- 



system in.the United States? 
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The Me€*«r\s "used clams,. for money. What would happen to 
the priceVof goods \and services if ,a 'storm -blew a boal? 
.full of clams onto the beach? - «r « 



) 



V 



lefnsi. 



8. 



9. 



Land,- Tabor, and capital are the basic cems iterations 
.in the production of goocls and service's/ What wj^re th?P ; ' 
''production factors 'for Fat "Mary Jane's t^ownies? . 

" ■..:■'■:■:..] . 

Pablo ..said that^.profit t is .a^stimjjlus to -further pro- 
duction. If'PablS is making a profit on the wood he * 
sells,' how might he use his profit?-" ■,• . 



How did Pablo expand his business? Can $ou think of 
apy other ways Pablo might-have tried? . - 



- •. * 10. .One'pf yobr resources is your la6,or: , Wba-t is. Tabor' ..• 

worth in your community? How is this worth established? 

■ - • . , • • <K , . f 
What problems were caused by ' the fact that the- Mochan's caroused, trees for 
fuel? . < . - n ' • ' '.• . M ■ 



12. The demand for wood increased because of Old Lucy 's memoirs "and later be- 
cause of Cousin" .Henry 'S' 'Model T» If you had to "make a. decision about? 
' • Whether to print Old Lucy 's Book or saVe the woods , what would yosr decT- . 

• " • si on be? ' 1 • . , ■ ■ . •' ' 

.„..-. . ■ • r - S s .■ ■ . 
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"V.J 




"V- !, 



IS 



■t it tin • r ■ 1 1 • ■ t t * »n t> t e » 













> V I 









0 r i l t • | t | , t : iv.l'- : t;:.ft- • ■ :«::** t' I ^ 8^ ^ : 





T IT'S 





. In a dtiiant. {^ixtahzothat kc& no money, a womqri a6kl 
"■■ #ie ma^£eA 0 compute to.zxpZ<frCn wliat *hz~ haA ^oundr \ a pznny 
OjJ; pa/i t^rt^.^^Hoticz hoy)- the. comptuteA zxplainA[m$ny\<Ur\po>i- 
tant &£onpmic c'oriczptA / * .; j . ' ' .• 

AS you watch ;this film, or wtien \l |s^compVeted, ( ! answer 
IcMjttng questions: *^ 5f* 'y; f >, *y ■ ^ -V 

: l.^Give another Hample of. a way* in which barter can; 
become inconvenient. (Dp not use the 1 example givdh # , 

in/ the -film a) - : • ' ; 

' ' O . - - ^ , 

' ■ ' ;., . •'' ~ 1 t/T * ■* ■ ' 

.2. •Name, four qualifications a form kf money must meet; c . 

Did' early fofros of money Tneet^i the se. qualtf i.-.* "'!•". 
r cations? Explain, ■• ' ^ t 

; ' ;v • \ ;: ; • ' *. • \ 
, ■•.■'■./ * ' • - 1 « % ■ 

3. l%r was gold so highly-priced as a forrt of money?'' /: 



4. , ^hy did. paper curren^come/jato Use? 




5, Why ddes a formfo^ money thft does not represent some 
thing of real va x l ue ■ 1 eard to^irrffaWon? yhy\can 1 1~< we 
just print a^much nione^ as /we. wemtT . 



■ • ■ • : 8 lis t »: • i t ■ i • ■ ■ • * a t..: t s « r t 
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ry 




I I I I'l . t = * • t V * fe«tt$Mk f'-M- 



6. Do you agree with George Bernard Shaw's statement,; 

"Money is; the^most important thing \ fin the world v"? 
' ' Why or why not? What are- the three most important 
. things in the world ,in order of ^portance' to you? 



■i ' ' I 



7.' How does\ money, or the/ lack or money, make you feel, 
about otltie^petjple?" About yourself? i : > 



■ « 



8.' "Does money- help families, to feel /secure about their 
future? ■ ' . •', . : '■: '•' ■•" •>"•'•'..." 'H':.', - 4 



■V. 



4 
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WORLD WITHOUT MONEY 2 



TkiA £lbn tiacu Jfcfte ktitgiy oi monzy <u a mean4 o£ 
I * exchange fi/iom^tkz aie. .^pnei ancf 4ea bhzlZA to tohte, 
pdpzi monzy,. bank ch<?cti6,> and ffizcUX cand* 




. As you watcjfe this film/ or when it r&f completed, answer the 
follpwing questions: " . " . ' " 

■ . **. ... ^ . •' <?.- • . . • 

1. In you. q'wn ; worc}$, .explain the history of money^ ' * • . ," 
- .and why we n&w ^se checks a'nd credit cards'- - 

. * ■ ■ ... ■ - ■ ' • ■* *■ 



Explain the rel^i i onsh i p : between the .credit card 
company, t&e businessman, and\the owner of j a 
* credit can!; \ 0 




3. : If your ^credit cards are stdjeny what action should, you 
take? * , • ' - - I .* ' 
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- TkU -iWn pofctn.a.yt> covu>umeAA and AzLt&u at In a kind . 
<*Y game. , and p^&AzhtA baAlc In^omatlon and tactic* eon&umhA 
can jjl&z to win iX —■ to qzt thzln monzy'A MOAth. - . 

As; you watch the Y,ilm, or when ft i s completed . . answer, the fol - 
lowing questions: ^ • * '. " '*„ . 

1. Name. four advertisements that you have "seen oh TV 
or in newspapers! or magazines tha»t appeal to your 
emotions.. Describe each advert isenent. ; Analyze 
each ad^or logic and truth. ' " , . 

(i) "'; , . " 



2.' 



Discuss "personal, experiences oMsetbacks" in yetor consumer,! 
game* What knowledge could have^helped you in .each, case? | 
Also,- giVe any personal. knbwl edge of legal , but . 'is ha do wy, 
tactics to induce-qustcmers tb'buy. 
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ADVERTISING: INFORMATION, 
PERSUASION OR DECEPTION^ 

thcut conAimzAA ' zncfluAtw zv&iyday. Hoticz thz dl^tinc^LOYU 
' between In^o/uncCtLonal and dzczptivz adveA£U<ing . 

0 & Ai you* watch the film, or when it is completed f- answer the fol- 
lowing question's: • * V • 

U What i$ the purpose of "loss leader" advertising? « 



2. - Do you feel, that advertising has -any effect -on 
/ your purchase decisions.? Do you feel it effects 
^ the^ buying habits, of your friends? How? 

?: Isr- it true: or. false to say,- /'Most advertising 
lies':? Explain. 



4. Which national advertising campaigns d<p you like? Why? 
Do you use the products? 



5. Which national advertising campaigns. turn yov off? Why? 
% . Do you use the products anyway? -"Why? , ■ - ; 
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£%f^-'^': TWISTED ARM 

-•• . ; : . .;•*■..•'. * : .' ' •.. ' '. ;: ; . ■■ .' Wy^. . 

appfeaw &ia.ppzd *ytfo * making >d puJichaMZ by. an moAg^ncy, by 
piOluJVL, by 'motion*, and k$%e. Itaptuiy pi #te i>aUt>- 



. *. As yoU. watch the film, or 'when it is. completed, answer <thf fol 
iowirw questions : . 



1 / - wire' the "peopl e real'ly trapped into* making; a pur- 
jlSmso or -would some preparation.,have allowed. them;" 
'V^j ma^e' a rational decision? ,,- what? 




2r How could the people have avoided fe'eling "trapped" 
* in these .situations? . , *■ '-• ' . : ■ \. 



i. What "would you 7 have done in each of these, sj^ia- • 



Can'you.^think of other,- situations that are/similar ;to:;th|| 
cases shown in the film? ^ V ~ ' ,> 



Who Is. responsible for your' decision to purchase- things? 
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" .lUZdAzd Maximum and f¥mnk'^ontlcU)h buy things/ Im 
adcLUiofi^b . txutc. nzzd*-- &oodi clothing , &htZ£iH--tke.y . ' 
. tetfe ^ripo/t^itt^^4y.clu.c nzzdt> w4£eA t^izy tny to taAti&y ■< 
catCfe thi iking^ tfyZy bay: Motccz #i& r ,zmoUqMJbZMn& 
that zktzK Into M--^^*j&$&4Un and%6w. i ad\)<iAtAA0r.g y . 
utUUzz* wo&.oAaZ\ppzajU " to 'may baling dzcMlonA. ^ 




-. As you watch the fi)i|^p^ when it ts> 
lowing questions: . : ..V-" ••> 

1. Why 'are /Motional,, influences important cpnsider- 
' ations when making a purchase decision? 



•d-, answer the fol- 



2. Is therein/ similarity between FrankX decision ^ 
to buy the; encyclopedia ^t^arrd his choice. of 
. cars? - - *r " ■ . : .. '"• ■ ' 



3. Have you-, ever failed tb beturn an unsatisfactory 
' item because of jeiriba^assment? ^ . * 



• • ••• •Ufe-.^ ' 



fife 



Can a* seller c^ate Wa flie.d5f6r > 'product^ 



Circle, the fo'l.lbwinjg considerations that- are important 
to you: '. ■ - ".r .'; '" J \ . \ 7. .'• •. r 

G'roup acceptance 4 fear a^/o^kuri^y . Love 
Pride and/or status: Practicality ^ 





i a t • i a • 



' Mil i i t i 1 1 i 1 1 I t- m n t- » t- 





film guide: 

Foot in the Door 

In a dwnatLzzd tUuation takm from an *f^^>„, 
' afMman maxz o{ thz, tzchniquu, tu>zd by "phony" **m P zoptz 
intake action that Uadt> to thg. *alup<*Aon' 6 aviUt. 

As "you watch this fvlm, Qr Jwherw- it is. completed^ answer the fol-. 
Towing questions: 

1. What is the first .thing you want to. do when a 
door-to-door salesperson arrives at your home? 

J tt . ■ ■ ■ . 



2 Describe the method used by the baby picture 
saleswoman. Do you know any other methods some- 
time^ used by door-to-door salespeople? ; 



3. " What are good ways to get rid o£ unwanted door- 
' to -door salespeople? 



•4. The woman .in the film was resourceful n finding a way to 
call Ahe police. What ways can you think of that wou&d 
■» give ?ou freedom to call inrdi^ferent ^situations? 






THE OLD RELIABLE 
BAIT AND SWITCH 




GaJUwoAthy GuJLlzy i* aWuactzd by an ad that look* x 
"unbz&izvzablz," bust, at thz lton.z tkz baluman "mXAdnU" 
GaJUmnXhy to a "bzitzji bay." Watch ai> l 'alt znd& well" 
whzn GaZ(>wo : lthy dzaLb uiith a AZApzctablz' biiitnzAAtnM. .. 

As you watch the film, or when it is complex 
following questions: 



Define "bait and switch : M 



Z. What are the differences in the v two salesmen's 
techniques? ' " ' " "* 



. • ^v' "Name softie other situations where" "befit and switch" could 
.be used' by an unethical salesperson. •>•. 
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film guide: 
SIX BILLION ♦** SELL 

. ThU bitm uitA d lively combination pi comzdy, anbna- 
■tion, and an oxxglnaZ pop ihzml 6ong>td ZKpo&z the. qu.2Atf.0n- 
abte. -technique* q& TV-cQmeAciaJtS^ ' Wo-tcte hoti ) .ddyejvtU-oi^ . 
can infiuzncz 'attitudib voIuza;- and zx.p&ctatioYU>.. ■ 

s - ,, i' ■'■ . ' ■ " 

As you, watch this film, or when it is completed, answer; the folV 
lowing question's: V % * -V.'-.. 

■ ■ * - ■ ■ ■ . ' • ■ ■ 

l>'i:Name a tel evision commercial belonging in, ea-ch of 
• the- following categories: 

(a) "Sell'ing the Star" 

.. (b) . "Word. Games 11 ^ - . 

.. (c) Y M Now You. See It--Now*Y;ou Don't" * \*> 

"The GivWway". ■ * V 

"Promises" 1 ' . . 



(e) 

; (» "Brand Loyalty" , ; 

Do radio, newspaper, and -magazine ads use the same 
techniques to persuade you to Use a certain prod- 
uct? Give examples to support your- ansfteK 




3. What type of advertising do- you feel is most effective 
\ on ,yo,u? Why do you think this is. true? . * . 




X 
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film guide: JO Secoad Spot 



" ifiom ■'M'Ztaiybo^-.-e!b^i^t\.Wvou£k pA.zpKodaction planning . 

X \ As you watch the film, or when' it is completed; answer 
, the\fol lowing questions: . / 

1. 'What- is a storyboard? .• , 



■r~ 



6; 



% What p&>duot was sold on this commercial? : " ^ 

■ , *r ■ " „ '. . 1 , , ' - v - • 

3!" - How was the' commercial a "take-off on all the old 
desert movies ever made"? 



With yqur = class, discuss: . • / ' ... , 

4 . ~ Why do advertisers spend so much money on com- 
mercials-?' ,.. ' • - . ■ 
. • ($-30,000 - -SlOOjOOO to -produce -a 1 -minute com- 
■ ; mercial; $40,000 - $70,000 for 1 -minute .of. prime 
time advertising) '< J '■ 

Should yiau buy a product simply because the 

has entertained you? Do people realize this 

son they do buy some products? Have you eve 

'commercial without realizing it was a 'commer 

it was almost over? . , 

Some commercials "sell" with a "freedom of c 
theme. However/ their products -are associ.at 
light; the good, independent thinking; etc. 





commercials using this approach 







f ilifi auide^ NEEDS : &,^ A % TS , : 

In a (Jai-C-pctced, Aaucoua 'n.e.pn,odtxction of, 'a teZtviAlon 
garni &koti, fate, and Uancla battle, 6ohf the.. b£g piize..< Each. 
"' 1 CQrvteAtant -deAcAA.be,!>. LU/keA. valuer, goats and lifieAtyle. . 
' tok/dh arte pott&d on ■th^U^utgU', MaJuL" bj2.kind the.rn. ■ 
' 1-he.y th&n 6&z a pahjxde. oq covu>umeA ph.odu.cti> and miu>td&aA.de. 
^ tack pn.odh.oX n.e.pn.eAe.ntt> a teal need on. mzAeZy a want x.n _ 
delation to th'<Un. Atatzd U&tetylz. Vo you ague. w<Xh thexA 

'"As you watch this film, or when it is completed, answer the fol - " 
lowing questions: ■ 



.According to the, film, : how are needs, and wants 
defined? • - . •'. ' • . ' • 




4. 



How would you describe Marci^ '.- lifestyle, values, 
and goals?. Give examples of ? ^r products that 
would represent real needs and wants for her; 



3., Apply ;QuestiopT?2 to, JGjpe/ 



List your lifestyle factors. .In separate columns ,. list 
at least five needs and five wants. Be prepared to 
defend your decision before the class. . . _ ; 
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CONSUMER 
COMPLAINTS : THE RIGHT WAY 

• Man lm. ahmyA mzdzd to n.ibj on q'tkete ioA, pioduct* 
' nxAvitZA . Oikatr 'tkin; tan you do lohzn pfioducJx and 
iau oa,& not vokat ihzy ihould be? - ThU - ^Wn dwon- < 
Sfi ' how to get e^e&tcue izauMa when ijou aM.. ha.cQ.d-, 
yzith t>o.oh tituatLoni . • 

As you watch the film; or wherr it- i s completed, answer the\ 
•following questions: ' . . . 



1. 



Describe the^roper procedure to- take if you buy. 
a record or. tape, that is defective-. 



2. 



Complaining about items' that are too large to 
return to the store requires a different pro^- 
cedure. How- would you handle the situation".. - 
if your air conditioner quit workjng after only 
two .mbnths l use? \ .- J 



"Have- you ever purchased products/that were; defecti ve in- 
some way?- , H.ov^did,you handle -the situation.? - ; _ : - 




4 



Why does it help "(you to' always be courteous, bat firm", 
when trying to get-'your problem remedied? . ..//./V..' 
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v Tfu-i 4a an AS£ neiu&'p^e^a^on Afipirtutg/ -that :co)i3iorie*A, V., >. 
,. a*e. -dtbcovoMng, 'hoW to Qit Jztfcji pnd#uc& .j>o*;.*£44 momy,--. • -V* 
| p/ro£ec£ thz t>wtAomhvC, ant Ximfficfti ' tHz quaUXij- opl^t.. •> • • .. 

' ' As you .v^tch. the fi 1m, 'or ;when .it: js complete^ answer the. fol-- ^, ^. . 
' towing questions': ' .. ° ,-- v , ' J ': ' - .• V ' • vi •» '• ^ ,. '■;''_*•. / .ijr-'- 



Vi Why' h'ave- consumers had to go 5 bn-tKe "offensive"? ^4 




" "get things, dote*' on :a, 1 oca l,v state v and .natio^l^; ^ 



1; ■ What' consumaj^grbu'psV. if any >,ar£ active in your -\ 
community?. . ■, : : • • > : \ : ,..-/;V : 'hyy*. 




4; ; WrHte a letter tola local or: state consumer: agency %q 
f i nd, out what .they kip and ; ^ -y. ^. 
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film guide: 




IF IT DOESN'T WORK ... COMPLAIN 

' Evz^ybody' 6 bound to gzt Atuck wiXh a Izmon once in a 
whilz. Vou might juAt a6 mil ghJLn and youA momy 

gaodbyz. Htg^it? WRONG! T\vU \i£m liigktigkts many AtzpA' 
thz individual conAumeA can takz to n.zzov<ZA thz Ioaa fctiom , 
an uwiz&Lablz pioddct on. 6ZAvicz. 

As you watch the film, or when it is completed, answer the fol- 
lowing questions: ■ 



Do you agree that sensible shopping will reduce 
the risk of buying a defective product or service? 
Give examples to support your viewpoint. . 



Have you ever failed to return an unsatisfactory 
purchase? Why or why not? 



believe thaf by handling consumer problems 
hrm, but nice, way 'that your complaint will 



Do you- 

in a firm, but nice, way unai you 
brfng about the results you want? 



Why or why not? 



What steps are necessary. to bring legal action in 
Small Claims, Court? • v 



the 
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There Is a 
Law Against It 

»ThLt> 6<itrh jfttfiodticu. hoixti conAtimeA ph.oblz.mt> and than 
d^ajhcutizu kow. nzvo- coYibixtioA iau)6 in qAz.6tatz [Cctiti{oriMii\ 
ptiotvoX tkz 'coKi40jneA in zach co6e. s Hoticz tht ph.o\)it>ionA 
- oi thz lamt.'tkz h.2Apo^ibUJXL<u> oh 'tliz buAinz66te in- 

volvzd;, aM thi htipb thz corUmoA should take.. Thz.s6>Wn 
. ertctd by ZwpkaAiztng .that it aj> up to tht conkumeA to Jjxkz\ 
. qMantagz o& thzbz lam. No lau) cdn pttotzoA tho, dovhumvi ':. 

, /Vs ^ou watch this fijjn, or when'it is completed, answer the 
following questions: ; . 

1. Why is it- importan't-to request a written estimate m 
of the woW'to be doneon your automobile?. 



Is it legal for an auto repair shop to charge yau 
for work without telling you in' advance? 




Why did California change its wage garnishment 
laws? - 



4/ Why did' California, .pass a ^ aw allowing the consumer 
a three-- da y period to cancel a sales contract? . 



What is the purpose of Small CI 
lawyers not al lowed? 



-3?. Why 'hre 





1 t I t l lH tM trt f t l i tH M 



n 



37. 



Free Enterprise 




Seller manufactures 
products or offers 
service % 




Customer compares products, 
chooses product bas^d on 
needs and desires as a 
consumer 




Profits from sale 
used to buy materials 
new producu and 
for support of seller 

and employees 




Additional profits 



us^'i t r n and 
business and 
improve product 
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ECONOMIC QUESTIONS 




^ / How r ~1ttu c h ? 
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For whom? 
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MONEY 



Workers earn it, 

Spendthrifts burn it, 

Bankers lend it, 
. Women spend it, 

Forgers fal^e it, 

|axes take it , 

Dying leave it , 

/Heirs receive it, 
Thrifty save it , . 

Misers crave it, 

Robbers seize it, 

% Rich in^-pose it, 

Gamblers lose it , 
tf . I could use it. 

Richard Armour 



SUPPLY and DEMAND 



CONSUMER. -EXPRESSES WIS 
DESIHES OR DEMANDS 



> 





BUSINESS USTETNB to 
DEMANDS 
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S ATTEiApT5 TO SUPPLV PRODUCT BAgED 
ERS DEMAWD5. 
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DECISIONS, DECISIONS 
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Mow ?\ 
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ADVERTISING - - - 




Here, there, everywhere! 



c 
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COMPARISON SHOPPERS 



EVALUATE : 
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O Service 



O Quality 



J 
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CHECK PRODUCT WARRANTIES ' 



j«4 



What parts are guaranteed? 



V 



For how long? 



Who^ stands behind ;the guarantee 



Where must the product be taken 



if defective? 



Consumer costs ? 




r 
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Baffled, Bothered, 
Bewildered 



Word 



Review the meanings of the following Passwords you have studied in BAFFLED 
BOTHERED, BEWILDERED: 



APR 

BAIT AND SWITCH 
-BETTER BUSINESS , BUREAU 
BUDGET 

COMPARISON SHOPPING 
COMPETITION 
CONSCIENTIOUS 
CONSUMER 



CONTRACT 

CREDIT 

DEMAND 

DOWN PAYMENT 

ECONOMY''' 

FREE ENTERPRISE 

IMPULSE BUYING 

INCOME 



INTEWpT 

RFi riUftSE 
>K' ■ ABLF 

-JSn .ITIES 
RIGHTS 
SECURITY 
SERVICE 
SUPPLY 



2. Write, the word from the list that matches each description: 



BUDGET 



CREDIT 








DOWN 






DEMAND 




0 



/APR 



SUPPL Y 



SERVICE 



INTEREST 



INCOME 



CONTRACT 



CONSUMER 



BBB 



A plan for spending your money 

, Paying for the privilege gf using an item 
before it is paid for 

_^ payment: t!he part of the, full price 

paid at the time of purchase or delivery 

♦ 

The amount purchasers are willing to buy 
at a speci f ied pri ce 

Annual Percentage Rate 

The amount available for sale or £he amount 
sellers are-willing to sell at a specific price 

Work done or duty performed for another or 
others 

The amount paid for the use of borrowed money 

Money received on a regular basis 

A legal agreement between two parties in which 
one agrees to give something in return for re^ 
ceiving something else 

A person who uses goods or services 

Better Business Bureau ^% 



O Student Activity Sheet 42 
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3- Lo ca te the twelve words you have wri 
Puzzle below. 

Sh^de the areas you have circled* 
Y Qur circled and shaded wtmds wiTT: 
chd Bewildered. 





s they appear in the Word Search 



a definition for Baffled, Bothered, 



xxxxxxxxxxxxxxxxxxxxxxjfrxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx>{x 

XRlGHTSXXXXXXXXXXXXXCOMPETITIONXXXEXXXXXXXXXXXXXXXXXXXXXXXXXXdX 

xexxxXxxxxxxxxxxxxxx-xxxxxxxxxxxxxxcxxconscienhousxxxxxxxxxxxo'x 
xsxxxXxxxxxxxxxx-xxxxxxxxxxxxxxxxxxo^xxxxxxxxxxxxxxxxxxxxxxxxxMx 

XPXXXXXX|XXXXX|XXXX|»WIXXXX|XXXXXXNXXXX«BM«MXXXXXX1XXXXXXXPJ< 

xoxxxXxx|xxxxx|xxxx|xxxxxxx|xxxxxxoxxxx|xxxxxx|xxxxxx|xxxxxxxAX 

xxxxxxMxxxxiMHawxxxxxxIxxxxxxxRX 

XXXXXXYXXX xix X X X X X X x x xxx xix XX XX X X I X 
|XXXXXXXXXXX|XXXXREC0URSEXIXXXXXXXSX 
IXXXXRiPUTABLEXXXXXXlXXxXXXXOX 

[XXXXXXXNX 
IXXXXXXXSX 



XNXXX 4 XXX 

xsxxxxxx 
XI xxxxxx 

XBXXxXXX 



xxxxlxxxxxxx 
lxxxx-x|xxxxfc*xxxxx| 

|xxxxx|xxxx|xxxxxx: 



JXXXXXf XXXXfHHIXXX , A 

xixx*#*xxxxxxxxxxxxxxxxxxxxxxxxxxXxxxxxxxxxx*xxxxxxx 

X L X XX XXX X X XX XXXXBA I TANDSW I TCH X XX XX XXXXXX XXXXXX XXXXXX 



xixxxXXxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxXxxxxxxxxxjyaxxxxxxxxxxxHX 
xtxxxXXxxxxxxxxxxxxxxxxxxxxxxxxxxxrights-xxxxxxxxxxxx^pxxxxxxox 
xixxxxxxfreeenterprisexxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxpx 

XEXXXXXXXXXXXXXXXXXXXXXXXXXXXX)?XXXXXXXXXXXXXXXXXXXXXXXXXXXXXXPX 
XSECURITYXXXXXXXXXXXXXXXXXIMPULSEBUYINGXXXXXXXXXXXXXXXXXXXXXXIX 

xxxxxXXxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxXxxxxxnx 
xxxxxXXxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxgx 



-A. — 



FALSE 



What's My Role? 



1. Consumers "vote" in the marketplace when they select 
one brand from many that are offered for sale. 

2. Competition is not allowed in a free enterprise 
system. 

3. A free enterprise economic system offers the private 
individual a wide range of choices in goods and 
services. \ 

4. If there are more ^skateboards manufactured than there 
are people >7ho wifc^h to buy them, we can say the supply 
outweighs the defend. 

5. For the most part, the consumer 'has no influence on 
. what is produced in the United States. 



Discuss the following statement: 

The purpose of cm economy is to produce goods 'and services j 
large in quantity; high in quality j and reasonable in pjKce 
for maximum satisfaction in consumer use. 
s This purpose is best met in a free enterprise system. 

VNSWERS WILL VARY 
Name 3 ways in which consumers benefit from competition among 
businesses. ANSWERS WILL VARY 

How might competition work to the disadvantage of consumers? 

ANSWERS WILL VARY 



As a modern American consumer, there 
are at least 5 basic questions to 
answer about the purchases you wish 
to make : 

' WHY ? 

WHAT ? 
WHERE ? 
WHEN ? 
HOW ? 

Each of these questions needs to be 
considered carefully when making 
purchases. These points are 
especially important when those 
purchases are major ones. - . 

Too many of today's consumers tend to buy on the spur of the moment »iiey brieve 
all the salesman promises. They want something for as little as possible., CONSCI- 
ENTIOUS CONSUMERS answer all five of these questions before making 'purchases- 




The FIRST major question a consumer has to ask is WHY? — Why do I 
want to purchase this item or that "item? Think about some of the items whfct 1 
you purchased last week. WHY did you purchase them? - 



ITEMS PURCHASED 



REhSONf PURCHASED 



a . 



b. 



ANSWERS WILL VARY 



•r 



a . 

p 

b. 

c 



Think about the reasons you purchased these items. Were your reasons GOOD 
reasons? What is a good' reason ? Are there "bad reasons' 1 for purchasing 
things? 1 



ANSWERS WILL VARY 



Let's help Carlos Tillis make a decision. 
Carlos is a fine fellow who loves music. When 
he lived at home* with his^parents, Carlos spent 
hours each evening 1 istening to music-while he 
wrote poetry, or painted, or worked on his car. 
Each day he would look forward to the peaceful 
evening when he could have his music and re- 
laxation after a hard day at school. Now, 

Carlos is out of school and has just rehted his own apartment several miles f+ 0 ffl 
his parents' home.. He does not have a stereo and is thinking about buying on*. 



Help Carlos by suggesting: 
GOOD REASONS FOR BUYING A STEREO 



REASONS FOR NOT BUYING A STEREO 



ANSWERS WILL VARY 



As you were helping Carlos, what .things did you think about which would 

influence Carlos? 

What influenced Carlos to want a stereo? 

FOUR major factors influence our decisions: 

KflOWled(J6 (What we have learned from others) 
fzXpQfjetlCe (What we hdve learned for ourselves*) 



Values 
* feelings 



(What lb ln.po.tant to u> , the basis of our yOdl*) 
(What emotional react ia|s we have) 



Try your hand at identifying influences on your decisions. Redraw t\\e 
chart on the next page on j sheet of paper. Then, fill out the chart 
using of of your recent decisions to purchase something (a tube of 
toothpaste, a bike, a shirt, a record, etc.). 
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ANSWERS WILL' VARY 



DECISION 
INFLUENCES 



CONSEQUENCES 









\ 


1 . 


2 


3 


4 


Miow i eage 


txper i ence 


Val ues 


Feel i ngs 






/ 

/ 







Notice that your work with this chart only helps us understand why we make 
decisions* to purchase things. It does not help us make wise purchases. 
(Carlos still has to decide which brand and model of stereo to buy and 
where and vfhen to buy it!) 



whM P 
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Whether you are in the market for goods ur services, the "What?" 
question is not an easy one to answer. At first you might think this the 
easiest of questions to answer. You decide you want something, so you buy it! 

The question "what?", next becomes the more specific, "which one?\ Thi^is 
especially true when the consumer faces the great number of a linos t-the-same 
articles from which to choose when- he makes his purchase. This happens whether 
the item is a toothbrush, a new pair of jeans, or a repairman to fix the family 

COMPARISON SHOPPING can begin long before you make the actual purchase. It can 
(and should) even begin, at home. Yaircan get valuable shopping information from: 

* FRIEA/PS* API/ICE 

* CONSUMER MAGAZINES [CONSUMERS 9 RESEARCH ^ONSUMER REPORTS, etc.) 
' * AWEHT1S1NQ 
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Exercises 



Match the Item with the type of sale at which you 
would be most likely to find it. 

Place the correct letter from Column B in the 
blank by Column A, 



C 



1. Irregulars 5a ie 

2. White Elephant Sale 

3. Seasonal Sale 

4. Garage Sale 

5. End-of-Season Sale 



J 

B 

A. A stuffed raccoon 

B. A winder coat in May 

■ , v 

C. A sheet w*ith a slight flaw 
in the pattern 

D. A used play pen 

E. Fresh |/ine-ripened tomatoes 



how ? ^ 




Because you are a conscientious consumer in modern America 
instead of the consumer buying the wagon, you also have 
considerations and choices to mal££/on how to buy your very 
own Splendiferous Spring Thing at Honest Harry's Hideout. 

You need to consider not only how to .pay for your Splen- 
diferous Spring Thing, but also how to shop for it. 

One of $ie biggest tVireats to the wise consumer is impulse buying— buying on 
the spur-of-the-moment with little or no thought given to need, usefulness, 
or evep^cbst. This "want it - buy it" habit can be very expensive and cause 
regret later. To avoid being an impulse buyer: 

Don't buy anything you don't hav^ a use for. 

Plan Ahead — know what you need & how much you're willing 
to spend for it. 
r, Make a list of things needed & stick' to it! 
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Comgare these items in credit contracts before you sign: 
Downpayment How much cash can you a f ford *° p ay? 



Sfze of payments 
v 

Coflateral 

Repayment 
in Advance 

Missing a payment 

Default 

Insurance 



Are they al I the same? 

Is the final Payment a "balloon Payment"! 

& larger than you can pay? 

Are you required to use your house? car?* 
etc. as security for your faan? 

What is the ru]e for early repayment? 

Are finance charges refunded? Are there^nal ties? 

What is the penalty if you are not able to make a 
payment? 

What if you Just can't pay — and you have to default? 
Can you reclaim the itemi etc? 



Are you required to carry credit insurance? 
If so* can you obtain your own? 




The 5 questions consumers should answer about 
their purchases are: ' 
WHY? 



Exercises 


WHAT? 






WHERE? 


" 5S 




V. 


WHEN? 






j 


HOW? ■ 




* 



TRUE FALSE 
X 

r 



Comparison shopping can begin at home. 

Checking the size of cans and comparing the amount to 
the. price per ounce is one way of comparison shopping. 

When you realize you will need to byy or replace 
an item soon, you should begin checking ads for 
sales on what you rteed. 

In order to avoid losing out on a good, buy, you should 
purchase' the first product you see that you really like. 

You can never pre-plan forc a sale, because you" can 
never determine when a sare will be. 



If you find a good bargain/, buy it, even if you don't 
need it. You can always find a udufor it later. 5 



7.' 

8. 
9. 

10. 



You shoun^jBPftfor credit as carefully as you shop 
for the fttgli you 



APR is one good way to compare the real cost of credit: 

Sales & credit contracts are all basically the same . 
It is therefore unnecessary to read all the fine print 
or worry about lines whi^h can be filjed in later. 

Careful comparison shopping is only necessary for 
major purchases ' , * . 



Remember Carlos Tillis and Wis decision to buy a stereo?^ He has set his GOAL : 
to buy a stereo.^ But he stiU has to ^decide WHICH stereg. - Tfiere'are many 
models and brands of stereos for him (to consider. He has limited money but 
there ^re thre,e different Stereos at 'three different stores for him to choose^ . 

Use the DECISION TREE tQ work out STEP FOUR for Carlos,. -Use: what you know. 

about stereos. What are the consequence^T for Carlos, of purchasing the expensive 

set? ,The cheap set? The medium-priced' set. 

■* • ■ ' 

Discuss the reasons for* your^ acft/ice to Carlos about which stereo he shouVd tju^. 



DECISION TR££ 



STEP ONE 

"What do I want?" 
(A STEREO SET) 



STEP-JrOUR 

"What are the consequences 
of different alternatives'. 



STEP THREE 

"What alternatives are there?" 
(Let's say three alternatives: 
one super cheap, onfe very expensive, 
one medium priced) 

Ittep TWO 

The problem situation in which 
what to do is n<xt obvious. 
(LIMITED MONEY, BTJT WANT A STEREO) 




1IJ 



OCC/^OrO FOR^E CI SI ON 



new apartment 
1 iml ted money 
waat Stereo ' 




* BAIT AND SWITCH 



r 



* SIGN ON THE^DpTTED 
LINE * 




pxercises ' 



* Advertising cftbargain, then trying* to sell 
a more expensive model: "Sure, that's the 
sale modeljkbutit's nothing compared to 
■this one — let me show you!"\ 

. Some salesmen will 1 ' try to talk you into , 
signing a contract to buy a service or mer- 
chandise you aren't really sure you want. 
Don't sigr^ anything unless you are -sure you 
want ifi and understand all the terms of the* 
agreement (contract) you're signing. ^MEVER 
' • sign -ahything you don't fully undprsthtnd or 

that has any blank areas to be "fiXled'in later. 99 

f1atch the type of high-pressure selling technique with, 
the. appropriate statement. 1 ^ 

Place the' 1 fetter from Column B in the blank by Column -A 



B 



Playing on your sympath 
Playing on your vanity 

\ush l/ig you 
Sign on the dotted 1 in£ 
Snob appeal 



; ' B / 

^ A. "There are only three left-- 

they're selling like hotcakes!" 

f ' 

■B. "This car was especially designed 

for the wealthy man who can afford 
the b^st." 

C. "If I sell oust one more subscripti 
I will win a scholarship." 

- [}. "Just sign the contract and we'll 
1 work out the details later." 

{ "Sir, you look like Robert Red ford 

w ' in that suit!" 



There are also lots of little tricks or gimmicks Jhat are Used to make the 
consumer think he's getting a bargain. Don't be caught by: 



* PHONY CONTESTS 



*, ElASY CREDIT 



You "win a prize",, but find there are 
conditions you must meet before you can 
collect it—such as buying another item 

No credit check required, etc., usually 
means initial cost and credit charge are 
higher than usual 



'44 



120- 



V 



/ 



TRADING §TAMPS 



CON ARTIST3 



Sost is passed on to the consumer. Items 
may cost more. Premiums bought fn stamps 
may "cost 1 * more. 

Here today, gone tomorrotf-- with your monej*, 
if ttfey can get it. 

Some roadside "stands or groups' of "Hemrf 
Repair 11 gangs who* sell merchandise or ser 
vipes cheap ledve town before you discover 
worthless, poor quality of items bou|ht. 
Goods may even prove stolen. 



BEST PROTECTION AGAINST SUCH PROBLEMS? 



i 



KnoW what YOU reaily need or^want. 

Buy only from 1 established merchants 
who are known arid respected in y the 
community. ' * " 



* Don't fall for £he "something .for v nothing" idea. 



1L If in doubt about the reputation of the seller, check his ^ 
reliability with agencies such as the Better Business Bureau. 





Exercises' 



Your resources are too important to spend carelessly and without planning, 
See how cautious a consumer you are by completing the following exercises. 



TRUE 

X- 



FALSE 



One of the #est ways to avoid being/ "taken^' is to buy 
from -reputable dealers. 

Easy credit often means higher interest rates. 

If an ad says "Win a Prize", you can be sure it's 
phony. 

Trading stamps cost money for the merchants who give 
them. The cost is passed on to the customer. 

If a deal sounds todjgood to 1 be trua, it probably is. 
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WH AT DOES A PAYCHECK PAY FOR ? 



ANSWERS WILL VARY ' 1' V "•' . 

■ • i ' „ 1 — . ' 

■ 1 ' . — 1 , • •! • !>- . r "4 ,: 

WHAT OTHER THINGS WOULD YOU 
WANT YOUR PAYCHECK TO PAY FOR ? 

aS _ . — ^_ 

ANSWERS WILL VARY ' 



HOW is Mary's problem a problem of SCARCITY? ; 
HOW should Mary solve her problem? ANSWERS WILL VARY 

Talk about problems you have faced which were similar to Mary's problem. 
How did you solve your problems? 

Every person and all governments and nations have a problem ofAcarcity 
They need or want a lot, but only have so much real money to>pend. 

Our wants and needs must be satisfied through our mertfaland physical efforts— 
individually and collectively. To reach our goals we must make choices. These 
choices require personal and group decisions. 





Most people (including governments and businesses) find that budgeting is one 
way to deal with the problem of scarcity. Budgeting includes the following 
steps: 

Do G^tfffiffowBoi)® hmn mmh ooo®oo®y «Cbffltr® Qs tf® s{p(8(»d (income) 

(Necessities which must.be paid continually 
such as^ shelter, utilities, etc.) 
(Items such as medical care; home repair,, 
appliances , car, etc. ) 



[FBis®^ 
(POaoo {fee. -ssj^8ro|)s 



So - @®ooopa)i?® fflsftOoroiSrthss wBttfo $®oatr fflStfooaiO s{p®oDaflBroD 

When you have estimated all costs, compare the amount earned with the -amount 
spent. Analyze your spending habits and determine areas in which you can cut 
costs. 



Do I Need a Budget ? 



List the 4 basic steps in budgeting: 
1.- . START IT 



2. 
3. 
4. 



WRITE IT 



TRY IT 



KEER IT OR REVISE IT 



A BUDGET IS OF NO VALUE IF YOU HAVE ALL THE MONEY YOU NEED. 
PERSONS WITH, THE SAME INCOME HAVE THE SAME*BUDGETS . 
. FIXED EXPENSE5 INCLUDE APPLIANCES , ENTERTAINMENT^ AND GASOLINE. 

All of the above statements about budgeting are FALSE. 
v See if you can think of the reasons they are false. 

ANSWERS WILL VARY •' 

Explore your feelings about money: 

How would you feel if you had plenty of .money? 
Could lack of money affect a person's attitude 

toward life? 
What factors might influence the way people 
spend money? * 

ANSWERS WILL VARY 




6. USE CONSUMER "ACTION LINE" 

Many radio and TV stations provide this service 
Information and follow- through is provided 



Mary 4 a friend of Carlos Tillis, also has a consumer problem. Mary has had 
trouble with the United States' Postal Seryice. Many times packages arrive 
damaged. Many times her mail is put into her neighbor's box, three blocks 
down the street: And recently, she was confronted by a rude postal worker 
as she was trying to mail a letter to Japan. Mary is irritated by all of 
this and wants to take "consumer action." What can she do at each LEVEL 
of CONSUMER ACTION? Try to help Mary by thVnking out loud (Brainstorming) 
and sharing ideas with your class. 

INTERPERSONAL LEVEL -- Example: call the local postmaster 



2. ANSWERS WILL VARY 



iNTFBaeniiP /pi/pi Example: write letters to national 

INTEKGROUH LEVEL - consumer groups about the 

quality of the U.S. Postal 
Service 



1. 

2. ANSWERS WILL VARY 



3. 



SOCIAL SVSTEM LEVEL-- Example: contact her congressperson 

to initiate new laws" and 
rules about the operation 
of the U.S. Postal Service 

1. 

2. .ANSWERS WILL VARY 

• 3. . 

SUMMARY: What is Mary's Responsibility as a postal service consumer? 

What are Mary's Rights as a customer of the U.S. Postal Service? 

Think about the three best kinds of Recourse which Mary might take to 
resolve her -consumer problems. 
Why are your choices the best? 

J " ANSWERS WILL VARY 



The 3 R's 



Label each of the following consumer problems. ^ 

Tell which of the types of failure each represents: DELIVERY 

PERFORMANCE 
COMMUNICATION 
" '• * ' . FRAUD 



2. 



COMMUNICATION 



FRAUD 



PERFORMANCE 



'.4* V DELIVERY: 



> J 



The consumer understood his new washer would 

be delivered and instiled', 

The seller expected the^ buyer to make these 

arrangements. </ ■■•« '* ; .* T J 

«, > » 

_ The seller claims the, toy is safe al though 
he Kas evidence in the fqrm of consumer . 
complaints that it is not safe. 

All models fohv certain year must be recalled 

by . the- Mt\uf$ctur&r because they have been 
' s/ found Unsafe. v , ■■■ 

■ / A/ product del W§redV-buf y/i thoiit all the 



ons^rdered. V. 



Write the numbers of tfrfe ^$^^-'^&j^^lMjK9fil^^^ VSato'O^^ " -"^fi t g-H' would be complaints to 
be fo™arded\to the Con« 2 „ 3 
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Choose a product cormionly purchased by the modern consumer. 

Discuss the consumer's rights, responsibilities, and recourse as a 

consumer of that product. f , 

ANSWERS WILL VARY 

Is it true that today's consumer is often top concerned with his 
rights and often forgets his consumer responsibilities? 



1 ^ 



'ANSWERS WILL VARY 



MONEY MANAGEMENT 

. BASIC ECONOMIC. SKILLS 
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W E f C O^M'E to this PAL* , a 
consumer resource booklet . The two 
characters shown on this page\ are 
the Hazzards - Ms. Happ and Jjapp 
Hazzard. Yotx will find them in K ~many 
of the illustrations used throughput 
this booklet . 




Important information is divided into chapters of 
sections. Each sectioi| begins with a titl# pa^e and 
includes: - , 




PASSWORDS which give/the 

* • • •■■ r j 

special meanings for the jvords used 
in that section, * j 

REVIEW TIME , exercises to j 
, determine what you have learned. 



Have fun, study hard, and become a 
conscientious consumer. * 



PAL: Packaged Activities for Learning 



1 Of 
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* 



Users of the consumer skills presented in this resource 
booklet come in both genders 3 female and male. " 
The text and dialogues sometimes say "he 3 " sometimes 
"she > " sometimes "you," sometimes "the -person." 
Please feel free to substitute the feminine for the 
masculine pronoun 3 and vice versa 3 any time -it is 
appropriate 'to your situation. 



HAVE YOU EVER WONDERED: 



What is my role as a consumer 
in America's * 
Free Enterprise System ? 




What decisions do I need to make before 
purchasing an item or a service ? 




What are the benefits of a budget ? 
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What are consumer rights, responsibilities^ 
and avenues of recourse ? 1 



J . 




THl^ PAL MAY HELP YjGfa TO FIND THAT : 




BARTER * 



I passwo 



What's My Role? 




s 



To gZve 'goocU oh. ,.&2Jivldti> In' h.<Ltwin Ion. otkin goods 
oh. 6<in.\jX.tti>; to t/uxdz - 



COMMAND 
- ECONOMY 



An tconokld AyAt&m Jin uihLoh ph.odu.cJU.ondzoAAl6nA one. 
'toiadz by a hulzA m a matt gh.owp ofi auZzaa*-- 



COMPETITION 



CONSUMER 



BtulnzAS ilvalAy) compztlng &oa customzAA oti maAkzts 

* • < -i « % 

A p^L6on who uA&6> goods ok seAvlczs to satsis&y his own 
nzzds tathoA than to kzszH oh. ptioducz othoA qoo8*)*)lth 
them " I 



DEMAND 



, The., quantity o& goods on. stAvices pwichcueAA. ,0Jii wilting 
and ablz to bay cut a spzcl^la pnXcz at a glvzn 'turn 



ECONOMY 



A st/stzm oi producing, cfytAlbuting and consuming wzalXh; 
financial system ] 



FREE ENTERPRISE 



An z&pnomlc systzm In which ptiivcutz Indust/iy and buAlnzss 
Is f^e% to opejiatz compztctivzly with a minimum o& gov&xn- 
mznt izgulatlon 



MARKET 



To o&leA ion. sa&z; pc&ichaAeAs 



MARKET 
ECONOMY 




An zzonomlc systzm In which pKoduzzAA tAy to. szlt thoJui 
goods and sojivlzz® at thz highest pAx.ce consumqAA will pay 
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PROFITS The. monty lemcUning a&tQA all co*t6 Q £ p*odu<Ung good* 

and opeAating a ,bu6lnz66 have, been deducted 



SERVICE Woik done, ok duty peA^omed ^OK anotheA ok otheA6, tuck 

, a6 >pKoheA6lonaZ teAvice, KepcuA 6eAvlce 



The quantity otf goocU' ok 6eAvlcu 6zZZvu axe uiittmg 
to 6&Li at a^pecUfcc ptice cut a given time 

An economic 4t/4-£em in which mo&t production do.cit>ioyii> cvut 
made ^oHouUng the cu&tomi o& ancutofu 



SUPPLY 



TRADITIONAL 
ECONOMY 




( 



0 

i 

l« 



Ready to Move On ? 

Do You Know the Passwords ? 



0 
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Americana ConnsminniKBirfisiiini 



The American market place is an economic jungle, 
as in all jungles, you can easily be destroyed if you 
don't know the rules of survival. you can easily fall 
into dangerous traps from which you cannot escape un- 
harmed if you aren't aleftt and do not know how to avoid 

THEM. BUT YOU AL&) CAN COME THROUGH IN FINE SHAPE AND 
YOU CAN EVEN FLOURISH IN THE JUNGLE— IF YOU LEARN THE 
RULES, ADAPT THEM FOR YOUR OWN USE, AND HEED THEM, * 2 



Being a consumer involves more than walking into a store and buying 
something. r 

It's knowing what ^ou want and need. \ * 

It's budgeting your money so you'll have the cash for both your 
needs and wants. % 

It's being aware--of goods and services available to you, of how 
to utilize banking services., of how and when to use credit and insurance, 
and how to understand taxes. 

It's knowing you have the right to refuse to buy in stores which 
do not offer good service. 

It's refusing to be impressed by a big name unless that name is 
backed up with good service or products. 

Most of all, smart consumerism is knowing that YOU have the right to 
cast your economic voyte in the marketplace. .You have the right to choose 
one brand oyer another and one store over another. The smant consumer is 
all-powerful. All tfiat is necessary is for you to BE INFORMED, 







What's 
My Rolep 



4 4 

As cpnsumer-producer-citizen, YOU are an important 
force and .play an* important ro7e~in the U.S. economy. 
You play a, role today. You will play a role all your 
life. . J 

Our country's economy or financial system is called 
the FREE ENTERPRISE system. ' In very simple terms, 
this means that private individuals are free to offer 
their products or, services for sale in competition with other 
individuals who are marketing similar products or services. Thus, sellers 
compete for' the buyers 1 dollars. 





The consumer's role is to compare and judge the quality of the goods & 
services offered, and to choose those which best meet his needs. The 
consumer is therefore a voter in the marketplace. In the free enterprise 
system he casts his vote when he chooses product A over products B & C. 

The consumer's reward is the merchandise or service purchased. The 
seller's reward is the profit made on the sale. The profit becomes 
an incentive to produce more goods. 

Free enterprise is based on the theory that private sellers who offer poor 
quality or over-priced ^merchandise or^ services will be forced out of the 
market because the consumer will not buy his products. 
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DECIDING WHAT 70 PRODUCE 

Ave 

WHO WILL OCT WHAT IS PRODUCED 



If we could look at the economic systems in all the nations on Earth, 
we would be able to see three types*: 

In a traditional ecor\qmy--l i ke an Indian village 
or an Eskimo region—people have to deal with 
questions about what to produce (food , :spears , 
shoes, etc. ) and who should get what . 
Decisions are based upon the customs of ancestors, 
so the king or ruling group may get the first 
three fish from each catqh. 

In a command economy--! ike communist nations-- 
people have to make the same decisions, but the 
ruling group makes the decisions about what should 
be produced and who should get it. 
The ruling group"3ej:ides for the whole country-- 
in terms of what they think* is best for themselves 
or best for everyone. 

MARKET In a market economy--l i ke the United States-- 

ECONOMY the same decisions must be made aboyt what to pro- 

v duce and wh£ should get it. 

Decisibns about production (how many shoes, houses, 
spears, and balloons, etc.) are, made according to 
who is willing to buy them and at what price. 
Decisions about who gets the products fcre made by 
the money the consumers have and the price. 

The market system is of course the most complicated. A market is an oppor- 
tunity for exchange based cfn chqice--whether or not to exchange and whether the 
goods offered m*et personal needs. The market system offers both freedom and 
complications, v 

The United States has a mixed economy which is closest to the Market Economy 
type. Most of what is produced /is produced by private companies competing in the 
marketplace for consumers' dollars and desires. Of'course, some goods and services 
(Army, Air Force, Postal Service, etc.) are produced by government and people pay ... 
taxes (outside of the marketplace) for them. Government also controls some pro- 
duction for the good of all. Your electric utility and telephone are examples. 
Private companies provide the service. But, since it would be top costly to have 
eight phone companies in your area, there is only one and its prices are controlled 
by the government. 
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The market system is the core of our economy. Other economies (such as 
socialist & communist) control or limit quantities & prices of .goods through 
government puanning agencies. 

In government-controlled economies, only those products which the state 
feels are "right" for its people are avai Table— the consumer does not have 
the right to decide for himself which product or service best meets his 
needs. In the U.S. market economy, prices of goods & services are largely 
determined by the free interaction of buyers and sellers. 

The free enterprise system is, of course, a complex economic system with 
many factors and considerations involved. We are all aware that sometimes 
even this system has problems. Sometimes we have difficulty in deciding 
which purchase can give us the best value for our dollar. 

Our free enterprise system, in its simplest form, might look like this: 



/ 




SELLER .MANUFACTURES 
PRODUCTS OR OFFERS 
SERVICE 




PROFITS FROM SALE 
USED TO BUY MATERIALS 
FOR NEW PRODUCTS t A 
FOR SUPPORT OF SELLER 
* HIS EMPLOYEES. 





CUSTOMER COMPARES PRODUCTS . 
CHOOSES PRODUCT BASED ON 
HIS NEEDS & DESIRES AS A 
CONSUMER 





ADDITIONAL PROFITS 
USED TTJ £(PAND 
BUSINESS i IMPROVE 
PRODUCT 



J 1 1 



consuriie^voters in the free enterprise 
system, play a role in our money 
economy. 



In addition to our role as 




When civilization began, there were no stores to buy from and no money to 
buy with. Each individual spent most of his time struggling to find enouq 
food and shelter just to stay alive. 0, 

As men became more civilized and able to specialize in one job field, they 
began to exchange items they had for other items they needed. For example, 
a cobbler might exchange a paftr of shoes for flour from the miller. This 
system of exchange of goods \s called bartering. 

Later, as civilizations grew mVre complex, man saw the need for a more con- 
venient way to exchange goods. had become too difficult to exchange 
items such as cows for other item$\uch as shoes. So,, money was born. 

Money could be anything of value, anything that was rare and difficult to 
get. Gold and silver, because of/their rarity, were minted into coins of 
specific weights and sizes^iTch represented specific amounts of wealth.. 
Eventually, even this method became impractical. «,Think, for instance, of 
Carrying around enough gold coins to buy a car! 



Paper money w^s printed by various governments to represent a specific 
amount of goTtl or silver" stored away to "back" the value of the paper. 
The real value of paper money is, of course, the amount of goods or se 
vices it can purchase. 



Dur money economy has developed as civilization has developed. Today the 
consumer uses hisanoney, in whatever form, to purchase goods and services 
in the marketplace.* The consumer uses money as a medium of exchange to 
exchange his skills for $he necessities , and luxuries he feels are necessa 
for his lifestyle. ! ^ x 





The American consumer's continual 
purchasing of V^ods and services s 
keeps ^he American economy growing. 

As the consumer demands new goods and services, business must produce 
or supply products to meet these demands. 

In this way the public's needs and tastes dictate what is produced in 
our country. 

Prices and quantities (amounts) are determined by the market. 
The market is. the buyers and sellers. 

The buyers look over goods and. services that are available and decide 
how to spend their incomes. 

The sellers watch how buyers spend 'their money and plan to supply what is 
in demand. The seller also offers new products to tempt the consumer. 

Supply and demand are two of the factors which determine the price of an item 
offered for sale. Supply refers to the amount businessmen are willing and able 
to produce and sell. Demand is the amount users would like to buy. Demand is 
not just desire, however. It is desire backed by purchasing power. The child 
with his nose pressed against the glass of a candy counter or the teen looking 
longingly at the latest sportscar are probably not considered as examples of 
demand. The desire is there, but not the dollars. 

The law of demand states that people will want more of a product if that 
product's price declines. ^ 

The consumer needs to be certain that his demands are heard and clearly 
understood so that the product, of fered is really what is wanted: 




BUSINESS ATTEMPTS TO SUPPLY PRO0UC7 &a5ed 
ON BUYERS DEMANDS. 
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When the supply exceeds the demand, the sellers may lower prices to stimulate 
sales. 

When 'the demand exceeds the supply, the buyers bid up the prices as they com- 
pete to buy goods. 

The level of demand is determined by: 

desire (inclination to want an item) 

price 

income 

prices of other goods 
expectations for the future 
size of the population 

It is only in a. free enterprise economic system such as in the United States 
that a supply and demand system can operate 



As an American consumer you live in an economic system which may be classified 
as 

FREE ENTERPRISE 

MONEY ECONOMY t 

SUPPLY & DEMAND " v 

YOlT PLAY AN IMPORTANT ROLE IH' THE WAY YOU DECIDE TO SPEND 'VOUR MONEY. 
^WHAT YOU SAY IS. IMPORTANT. 
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What's My Role? 



FALSE 



1. Consumers "vote" in the marK%tplac§ when they select 
one* brand from many that are offered for sale. 

2. Competition is not allowed in a free enterprise 
system. 

3. A free enterprise economic system offers the private 
individual a wide range of choices in goods and 
services. 

4. If there are mo rtiTsltate boards manufactured than there 
are people who wish to buy them, we can say the supply 
outweighs the demand/ 

.5. For the most part, the consumer has r>o influence on 
what is produced in the United States. 



Discuss the following statement: 

The purpose of an ecQnomy is to produce goods and services, 
large in quantity y high in quality, and reasonable in price 
foh maximum* satis faction in consumer use. 
This purpose is best met in a free enterprise (system. 

Name 3 ways in which consumers benefit from competition among 
businesses. 

How might competinon work to the "'di sadvantage of consumers? 

.6 l '« 




passwords 



De clsions, De cisions 



APR 



BAIT & SWITCH 



BALLOON PAYMENT 



BETTER 

BUSINESS 

BUREAU 



COMPARISON 
SHOPPING 

CON ARTIST 



CONSCIENTIOUS 
CONTRACT 

CREDIT 

DEFAULT 
DOWNPAYMENT 



Ajinuat PeAczntagz Rate. 

The. Katz ofa inZzAzAt* fan. one. ye.a/i; thz kzoJL cott o& 
cAzcLLt 

A meXhod ix6zd by a 6ztieA to luAe. ctxbtomeAA uti£k 
an ad\jeJitue.d itm and tkzv\ tAy to 6oJUL a AinUZaA, 
bat moid costly, item | 

An infalate.d ^inal payme.nX In a cAe.tLLt cdnXAaoX; 
o'^ttn twice, the. 6ize. o£ otheA^ payment* 

A non-pKo^iX buAin&66 oKqani.zaJiX.on u)h,ich piovidej* 
infa/unation conceAning companion 6ttting good* and 
AeAvicu, arid o^zaa a {^Kzz-o^chaAge. pn.oce.dvAe. 
&ok piocUbing coMumeA complaint* 

Shopping &oa thz but value, by compa^tng quatLtij 
and co*t 

Con{ s ide.nce. man; erne who attwptA to chzat anotheA 
thAough tAickeAy 

A &egal agie.eme.Yit be£we.e.n -too pan:tie,y in which, one. 
agtie.z& to give. bomeXhing in ne,tuAn ^ok Ke.ceiving 
6 om eXliing eJL*e. 

Paying fan. the privilege, otf cuing an -Item be.fan.e. 
It u> paid fan. 

FaiZaAe^ to pay when due, \^ 

A paAt 0({ the. fiutt ptx.ee paid cut the. time o& 
puAchate ok deJLivexy toith the. balance, to be. 
paid lateA 
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IMPULSE BUYING 

•INTEREST 
INVENTORY 
IRREGULARS » 
SEASONAL 
SECURITY 
SNOB-APPEAL 



SYMPATHY 

TRADING 
"STAMPS 

VANITY 



WHITE 
ELEPHANT 



Baying without pviofi planning; SpuK-oh-the-mommt 
purchasing ■, ' ' 

The mount paid ioft the. use oh boAAoui&d money 

Luting oh all good* and mviQ.ha.ndUz voltkln a stotii 

Item* that have some type oh ImpeAhectton 

OccuAlng only dotting a paAtlculaJt time oh the. yean 

Something given as a plzdge oh izpaymznt 

Appealing to one ( s define to appexxh. to be nlcheA 
mone sucdzsshul, eXc, than otheM 

Companion, pity ' ' - 

Stamp* given by merchants at the. tone oh purchase; 
stamps may be Redeemed later hoi glhts 

Being- excessively proud oh oneselh or one's 
possessions 

An Item which is no longer oh value to the owner 



r 



Ready to Move On ? 



Do You Know the Passwords ? 
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Decisions, Decisions!* 



Every consumer is a consumer in every part of 
< his life. Each is a consumer of food,; clothing, appliances', 
homes, gasoline, medical services, repair services, etc. The 
list is- endless. \ - 

Many years ago buying things vyas fairly easy for the consumer- He knew what he 
needed, perhaps a new wagon, and went out to buy it or the materials to make it. 




i i ii,, , t . two aloreb selling wagons, the consume woulu v i^u eaU< . f>« Ice 

the wagons anj check the quality by looking at them very carefully. Tnen. he 
would buy the one that .seemed to give the most quality for the least amount of 
money. If the consumer di'dn't have enough money to: buy tfhe wagon, he went home 
and waited for the new wagon until he had saOed enough moqey. 

Things are a- little different for -today ' b consumer . Cars hav<p taken the place 
cVf wagons. Instead of .two stores selling wagons, there are reBny^ car dealerships 
selling many different types of cars. Instead of looking at a product to deter- 
mine its value, most GOf>ipRmers do not h^ve the necessary backgKtiund to determine 
if the engine is well-built or not. Infetead of paying cash or doing without, 
the consumer has the choice of using credit; buying now and paying later, v 



Obviously, today's consumer has a much harder task deciding what to buy and. how 
much to pay for it. 



a modern American consumer, there 
,are at least 5 basic questions to 
answer about the purchases you wish 
•to make: 

. WHY ? . 
WHAT ? 
' WHERE ? 
'■* ' WHEN ? 1 - 
. ; " H*0W ? 

Each of .these questions needs to be 
considered carefully when making 
'purchases. These points, are 
especially important when those 
purchases are major ones. * - 
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mafny of today's consumers tend to buy on the spur of the moment; They^believe 
the salesman promises. They want something for as little as possible. CONSCI 
TIOUS CONSUMERS answer all five of these questions before making purchases. 



_ The FIRST major question a consumer has to ask ^sf WHY? .-«« r why do I 

want fn purchase this item, or that item"? Think" about some df the items" which, 
you purchased 4$st^week; WHY did you purchase them? . 



i. 



ITEMS PURCHASED. 



'it": 



REASONS PURCHASED 



a . 
b. 

c. 



2. 



* a . 

b. 



.9. 

Think about ttie reas^s you j?urcbased these items. Were your reasons £t)0~D 
reasons? What is a good reason ? Are there "bad reasons" for purchasing > 
things? < * - - 
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Let's help Carlos Till 1s make a decision. 
Carlos 1s a fine fellow^who loves music. When 
he lived at home withal s parents, Carlos spent 
hours each evening listening to music while he 
wrote poetry, or painted, or worked on his car. 
Each day he would look forward to the peaceful 
evening when h§ -could have his music and re- 
laxation after a hard day at school .. Now, - 
Carlos' is out o"f school and has just rented his own apartment several nUles' from 
his parents home. He does not have a stereo and is thinking, about* buying one. 

Help Carlos by suggesting: • - ' " " 

GOOD REASONS FOR BUYING A STEREO REASONS, FOR -Hoi BUYING A STEREO 
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As you were helping Carlos,' what things did you think about which would 
influence Carlos? . • » 

What influenced .Carlos to want a stereo? 

FOUR major factors influence our decisions : p 

Knowledge (what we have .learned from others)- 
Experience (what we have learned for ourselves) 
VdlUBS (What is important to us; the basis of our goals) 

Feelings (what 4mot ional reactions we have) 



Try your hand at identifying influences on your decisions. Redraw the 
chart on the next page on a sheet of paper. Then, fill out the chart 
using of of your recent decisions to purchase something (a tube of 
toothpaste, a bike, a shirt, a record, etc.). 



1 : ~> 

SJ *^ • 

e 

00 • 



i 



•V 



decision 


' . t " ■ • ' . " i. 


INFLUENCES 


t . 

' 1 ' ; 


2 


'■- . 3. 


4 . 




Knowledge 


Experience 


Values 


' Feelings; 


■ • V 


s 


% ■ 






CONSEQUENCES 


■ J : 




* 


.4* 



Notice that your work witb this chart onl^ helps us understand wbjLwe make 
decisions to purchase things. It does not help us" make' wise pu.rdWs. 
(Carlos still has to decide which brand and model of stereo to buy and 
where and when to buy it!) v • 



Whether you are in the market for goods or services, the "What?" 
fluestion is not an easy one to answer. At. first you might think this the 
easiest of tfaestions to answer. You decide you want something, so you buy it! 

The question "What?", next becomes the more specific, "which one?". Tbis is 
especially true when the consumer faces the great number of almost-the-same 
articles from which to choose when he makes. h,is purchase. This happens whether 
the .item is a toothbrush, a new pair of jeans, or a repairman to fix the family 

COMPARISON SHOPPING can begin long before you make the actual purchase. It can 
(and should) even begin at home. You can gV valuabl-e shopping information from 

* FRIENDS' API/ICE 

* CONSUMER MAGAZINES (CONSUMERS' RESEARCH, CONSUMER REPORTS, etc.) 

* AVVERTlSlNCy 



* SHOPPING GUIDES IN YOUR LOCAL LIBRARY 

* LOCAL CONSUMER 8 CIVIC ORGANIZATIONS 

* BETTER BUSINESS BUREAUS 

* RAPIO, T. V. , NEWSPAPERS 6 MAGAZINES 

* LABELS, HANG- TAGS; WARRANT I ES , <tic. 



Be especially careful when shopping for SERVICES / Be careful to deal only with 
get cost estimItes a f1rst ndiVidUalS b " sinesses " Always j:heck references and 
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ontinue yourj comparison shopping when you reach the stores, 
iven on smaV&itejns^ Compare size^s .and cost— spiall cans vs. large cans, store" 



It can save money 



brands vsr name brands, etc.- Bargain buying is an art. , Ip determining what a 
bargain is, ttMjiL important to consider quality as well as. price 




p 



* . •» ^ hen y°u have decided which prodttet*to purchase, shopping 

continues in deeding u^ere to buy. Department stores .^variety stores, dis- 
count stores and many specialty shops may carry the exact model of the exact 
product you want. Although considerations- tfary according (to what you are 
buying, basic general questions to consider would include: 'ITEM COST. SERVICES 
OFFERED and STORE POLICIES. / y 



* Item * Cost 



Cons i der cost di f f erences when there is a noticeable difference such as 
sRecial .sales!,, etc. A small savings isvnot so important when you may have 
to drive a grfeat distance just to buy one item. . - ' 




*Seivic«s Offered 
* Store Policies 




J 



Consider the services offered by the store such as free delivery, replacement, 
ind warranty service which are a 1 so tore policies and vary from store to store. 
"These services and policies are especially important when the purchase 1s a 
major, one. - > ' 



Stiould you, decide' to make your purchases by shopping by mail, remember the 
following rules: ■* ' 

Order at least 3 to 4 weeks beford the item is needed. 

Be explicit in your instructions 

i 

Use oyily mail order houses familiar to you 




i 



Don't rely solely on item pictures . 
Check conditions of sale and/or guarantees 
Pay by check or money order — never cash 
-Remember to consider shipping costs in total pride 
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Prices often depend on WHEN you purchase. . — v ^ , 

Once you have decided to purchase a Splendiferous Spring Thing aWHonest Harry s 
Hideout, you can still probably make a better buy if you consider when to buy. 

One of the best ways to "save money is to shop sales. If you know that you will 
be, needfng~an item, you should begin to keep -an eye on advertisements of sales 
on that item before you. have tb have the item. , 

" • c . 

For example,, if your TV is beginning to "die," and it is old enough for you to - 
begin thinking of a replacement, start looking for sales. Almost all item's are 
s sale-priced eventual^.- The wise shopper tri.es to ,plan his buying habits accord 
ingly. 




Many items reguTarly go on sale. For jexamp^, linens such as- sheets & towels 
are sold on sale during "white sales" usually in mid-summer and mid-winter. 
If you're running low on these item's, try to hold off purchasing until the next 
sale; t>r, better yet, pre-plan and buy extras before you're in need. 



1 




A Super Sale Shopper wi 1 1 recogni ze at least eight basic types of sales. 
Recognizing these sales as possible source.s of real bargains is important. 
Knowing what to look for at each of these sales and buying only those items 
which meet real needs are the important things to remember. Half price 
and It sales may offer real bargains, but a Super Sale Shopper buys only 
such bargains when he really needs them. 
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Be on the lookout fot such sales as: 



/. PRE- INVENTORY 



2. SEASONAL 



) 



3. SPECIAL 

4. END- OP- SEASON 



5. PREFERRED 
CUSTOMER 



6. IRREGULARS, 1 
SECONDS, 
DAMAGED GOODS 



7. WHITE ELEPHANT 



8. GARAGE, YARD, 
CARPORT 



Sale held to clear out^as much 
merchandise as possible *to make 
inventory easier 

Items are specially priced because 
of' abundance; for example, vegetables 
in sun)mer--a good time tojbuyand freeze 
or can foods' to combat higher costs in 
winter , * 

Special occasion sales such as a store 
anniversary or, a holiday 

"Leftovers" from a previous season are 
sale-priced to make, room for new merchan- 
dise—a good time to stock up on needs 
for next' year if items are basic items 
which will be needed nexjt year 

Sale designed for those who shop a par- 
ticular store regularly; gives steady 
customers a chance to buy before sale 
is announced to genera! public. Announce- i 
ments of sale are usually mailed to .custom- 
ers who have charge accounts or have pur-" 
chased merchandi$£\regularly\ * 

l|hese are items whY^h would sell for more 
if perfect; many times the flaws are small 
and make, little difference in the appear- 
ance or quality of the merchandi se. But I 
be careful.. Inspect goods thorough}^ before 
buying. 

Usually this is hard-to-sell merchandise * 
that others have passed over, but'take a 
,loak. You may *find jifet what you^ye been 
^Woking for. \^ - . 

Sales of this kind are^Xeld by' private 
citizens who want to clear out unused- items. 
Goods are often used, but cheap. 



Think of the kinds of items or merchandise available at each type of sale. 
Different types of sales offer different types of bargains for the -Super Sale 
Shopper. See how well "informed you'Hvould bs by completing the following exercisg 
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xercises 



Match the iteVwith the type of sale at which you 
w&ild' be most likely to find it. 

. Place the 'correct Tetter from Column B in the'" 
blank by Column A. 




L % 0 Irregulars Sa 
ft,2.' ; White Elepffar 



^.Irregulars, Sale 

lepnant. Sale * 
. Seasonal Sale 



n4. Garage Sale 
5. End-of-Season Sale 



. A. 
B. 
C. 



A stuffed raccoon 
A winter coat in May 



A sheet with a slight flaw 
in the pattern . - f 



D. A used play pen . ^ 

E. Frtesh vine-ripened tomatoes 




Because you are a conscientious consumer in modern America 
instead of the consumer buying the wagon, you also have' 
considerations and choices to make on how to ,buy your very 
own Splendiferous Spring Thing at Honest Harry's Hideout. 

You need to consider not only how to pay for your Splen- 
diferous Spring Thing, but also how to shop for it. 

One of the biggest threats to the wise consumer is impulse buying— buying on 
the spur-of-the-moment wl^/little or no thought given to n£ed, usefulness, 
or even cost. This "want it - buy it" habit can be very expensive and dause 
regret later. To avoid bein\an impulse buyer: 

Don't buy anything you don't have a use for. ^ 

Plan Ahead — know what you ne&d & how much you're willing 
to spend for if. ■ * 

Make a list of 'things needed & stick to it! 
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No matter what you're looking for, keep in 
mind a few rules and you'll find that you 
are much more satisfied with your final 
purchases. ^ v 



/. NEEPIT 
& INSPECT 

3. CHECK SIZES 



No matter how cheap* it's worthless af you can't 
use it- 
Check the purchase carefully for any flaws or 
defective parts before buying. Many sale items 
cannot be returned. 
Buy good quality (except for fads). 

Always try oif^c'lothing if possible. 

If it doesn't fiti forget it unless you are able 

to alter it easily. 



4f 0 CONSIDER COLORS If Buying 'the item means you are going to- have to 

buy all new accessories or Paint a room to accomo- 
. date an unusual color* forget it. 



5. COMPARE 



6. PURCHASE 



1/ 



Just because the sign says "50% /OFF" » you>can't 
"be'sure you're getting a bargain unless yoifcve 
compared the item with other similar items and 
, know it's a good deal.; $ \ 
Make a rule not to spend lover $5 (or Perhaps $10) 
without checking the product pr service ^somewhere 
e I se. - " " r 

Buy only from a reputable "firm. Be informed 
concerning all details of purchase. Exchangei 
return* credif^nd service policies are important. 




BUT IT WAS* A ^GAW 11 



CREDIT CREDIT -CREDIT 



When considering the "How" question, the key to buying for most consumers 
1s: . How do I pay for it? 

* Today credit is -available to almost anyone—and sometimes too available. 
"Your credit is good (unfortunately)" 'is an all -too-true evaluation. 

The modern consumer now has a choice of whether to pay cash Or buy on credit. 
When you buy on credit, you pay for the privilege of using the 1nerchandise,pr 
services before paying. This means-that whatever is purchased will cost mpre and 
that this extra cost is in the? form of "carrying charges" or "interest charges"; 
For example, if you buy a $200 sofa- on credit, the cost of the sofa is $£00, but 
if you take a year to pay at an 18% rate of interest, the full cost of, the sofa 
to you will be $236. ■ 

Shop' for credit and know what to look foi*. 

WILL IT BE CASH OR CHARGE ?? Before you answer, "Charge, please," be sure you are' 

getting the most for your money. Shop carefully for 
' * ■ the best deal, ask if you can get a discount for cash, 
• * and* be very careful about what you'sign. 

• } \ ' S, 

In addition to national and storfe credit cards, you may obtain loans for the pur- * 
chase of merchandise from banks, credit unions, finance companies, pawn shops, 
>tc. 

Chopping for credit can $ave you cash! 

Compare the costs of credit. Ask for the APR (Annual Percentage Rate) when 
shopping for credit. You must be quoted this amount— It's the law! Credit - 
institutions do not always quote this rate when discussing a loan, with you^ ' 
ASK, because this , is the only way you can rea,lly compare the veal cost to you. * 

0E AWARE - AND BEWARE - WHEN YOU SIGN // 




Compare these' items in crecjit contracts before you sign: 

PoWnpayment How muclf cash 'can you afford to Pay? 

She of payments Are; they al l the same? 

• * ■ Is the fiffcl Payment a »ba I loon payment" t 

4 larger 'than you can pay? . 

Collateral . Are you required to use your housei can 

etc. as security for your loan? v 

Repayment What is the rule for early repayment? / 

111 Advance Are finance charges refunded? Are there Penalties? 

MfsstnQ Q payment wha * is the Penalty if you are not able to make a 
9 * * Payment? 

Default What if you Just can't pay—and you have Ao default? 

Can you reclaim the itemi etc? / 

Insurance Are ypu required to carry, credit insurance? 

If so? can you obtain your own? 
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The" 5 questions consumers should answer about 
vtheir purchases are: 



Exercises 



ssu- 



TRUE FALSE 



1. Comparison shopping can begin at home/ 

2. Checking the size of cans and comparing the amount to 
the price per ounce is one way^of comparisbn shopping. 

s 

3. When you realize you wfll need to buy or replace 
an item soon, you should begin checking ads for 
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/ sales on what* you need. 

4. In order to avoid losing out ttrt&a good buy, you should 
purchase the first product you see that you really like. 

5. You can nevelrpre-plan for a sale, because you can 
; neve|; determine when a sale will be. 

in . - " r ' ' " A .31 1f)1 - ^ 



6. 
7. 



If you find a ;§obd bargain, buy it, even, if you don't 
need it. You can, always find a use- for it later. 



You should, shop for credit as carefully is you shop 
for the item you buy. 




8. APR is one good' way -to compare the real cost of credit. 

9. Sales & credit contracts are ai ^basically the. same 
It is therefore unnecessary to reacL all the fine print 
or worry about lines which can be f Hied in later. 

10. Careful comparison shopping is only nec\ssary for 
major purchases . . 

' . >■ ■ . '• : r ' . . ' . ' : 

Remember CarJoS Til lis and his decision to buy a itereot^ He has set his G6AL: 



to buy a stefeo. But he still has to decide WHICH stofejy. There are many 
models and brands of stereos for him to consider. Hfi-=bas -limited money but 
there are three different stereos at three different stores for him to choose. 

Use the DECISION TREE to work out STEP FOUR for CarlOS^ Use what you know 

about stereos. What are the consequences, for Carlos, of purchasing the expensive 

set? The cheap set?' The medium-priced set. . . 

Discuss the reasons for your advice to Carlos about which stereo he. should buy." • 

"... ■* DECISION TREE *~f<^ Goals 

s r 



STEP ONE 

"What do I want?" 
(A STEREO SET^- 



STEP FOUR 

"What are the consequences 
of different alternatives? , 



STEP THREE 

"What alternatives ape there?*' 
(Let's say three alternatives: 
one super cheap, one very expensive, 
one medium, priced) 

. STEP TWO 

The problem situation in which 
what to do is not obvious. 
(LIMITED MONEY,, BUT WANT A STEREO) 




new apartriient 
limited money 
want stereo 
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Copy the Decision Tree on a piece of paper. Use the Decision Tree to> 
• aftplyz'e-a purchase "decision which you made recently. Whai was the occasion 
for the decision? What were your goals? ^hat alternatives did you have? 
What .were the consequences of each alternative choice??? [/ 



Whether it's shopping for your 
Splendiferous Spring Thin«f or the 
money to pay for-it, advertising or 
sales- techniques and gimmicks used in 
selling are important areas not to 
be overlooked. Bet aware - and Beware 
of the WHY you 'buy*. : 

As a' consumer, you're prime game for 
the high-pressure salesman or ad 
executive whQ wants YOU to buy hns 

Service or product. Most ads are beneficial in letting the customer know 
what is .available. Most sales persons are helpful in trying to find the right 
service or product for you, the consumer. On the other hand there are certain 
things you should.be alert for. For instance: * 

* APPEALING TO YOUR^ "If I make just one more sale* my poor . 
" * '"BETTER INSTINCTS" old mother will win a wheel chair , " 

OR* PLAY J NG ON YOUR ' ■ * 

• SYMPATHY " x 

• ■ ' « . 

* USING SNOB- APPEAL 




i/ "If you wear this dress designer's clothes* 
' you'll be wearing clothes the jet-setters > wear. " 



* PLAYING ON YOUR' VANITY "You'll look liHe a movie starjin this one." 



* APPEALING TO YOUR 
COMPETITIVE "KEEPING 
UP WITH THE JONES" 
INSTINCT" 

* RUSHING YOU 



* PROMISING TOO MUCH 



"All your neighbors have one. 



"I donjt want to hurry '$tb* 3 but this is a„ 
'"very limited offer. " 

t'Once in a lifetime deal" 

ft Unbelievable bargain'^ \ 
If it sounds too s good to be true, it probably* is. 



m 
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* BAIT AND SWITCH 



* SI6N ON THE DOTTED 
LINE 




Exercises 



Advertising a bargain, then^Krying tb sell 
a more expensive model: "Sitre*, that's ^the 
' . sale model, but it 'g nothing compared to 
.this one — 'let me show you!" 

Some* Salesmen will 'try to talk you into 
; v signing a contract to buy a service or mer- 
ohxpdise you aren't really stire y avowant. 
Dor^'t sign anything unless you are sure^you 
wantiz and understand all the terms of the $ 
N agreement ( contract ) .you 9 re signing. - NEVER 
.. ' i sign * anything you don f i fully understand or 
j that has any blank ar*ea& to be* VfillSd in latbr. " 

• • • v " ' v * 

Ma£ch tb& .type of high-pressure selling technique wi t^ 
the appropriate statement- * .„ 

>* Place^the letter (frpm Column B/in the blank by' Column A : . 



Playing on your, sympathy 
Playing on your^anity • 




Rushing you , 

Sign on the dotted line 

Snob appVal 



B 



A£ "There ^re- only* three left--' ~ 
they're sell ing- "like hotcvakes!" 

*. % . ■■ f " . ■? : 

~B. "This car was especially designed? 
y *' for the wealthy man who can afford 
the best-" , * ^ ' 

C, "If I sell just one more^5ub5cript1 
I.wilOi/in a scholarships "\ 

[>.*" Just sign the contract and we'll 
^ work out the details later." 

k E.. "Sir, you look like Robert Bedford 
• in that suit! v ' ' . 1 " 



There are also^lcJt^of little tricks or gimmicks that are~Tbs4j;o make the 
consumer think he's getting a bargain. Don't be- caught 'by: 




*■ PHONY CONTESTS 



* EASY CREDIT 



You "win a prize", . but find v there are 
conditions you must meet «bef org ^6u can 
collect it—such as buying another item 

' - f * 
. No credit check ^quired, etc., usually 
v means initial cost and credit charge are v 
higher than ^H a ^ 



* TRADING STAMPS 



* CON ARTISTS 



Cost is passed on to the. consumer. Items • 
may cost more. Premiums. bought in stamps 
may "cost" more. 

Here tpday, gone tomorrow—with your money; 
if they can get it. 

Some roadside* stands or groups vof "Home 
Repair" gangs who sell merchandise or ser- 
vices theap leave town before you discover 
worthless, poor quality of items bought. 
' Goods may evep prove stolen. 



BEST PROTECTION AGAINST SUCH PROBLEMS?^ 

Know what YOU really need or want. 




Buy only frl5m established merchants 
who are knDwn and respected, in the v 
community. / ! 

Don't fall for. the "something for r nothing" idea. 

If in doubt about the reputation of the seller, check his 
reliability with agencies such as the Better business Bureau. 




Exercises 1 

<. 

Your resources are too 4wpe-e4aat to* spend carelessly and without planning. 
See how cautious a consumer you are by completing the following exercises. 



■V 



TRUE FALSE 



1. One of the ttffct ways to avoid being "taken" is to buy 
from reputable dealers. 

* ■ & 

.2. Easy credit often means higher interest rates. 

3. If' an ad says "Win a Prize", you can be. sure it's 
pjiony . " 

4. Trading stamps cost money for the merchants who (jive 
them. The cost is passed on to the customer. 



5. If a deal sounds too good to Be true, it probably is 



3b 



1 L/o 




"'A 




Decisions, Decisions 



/ 



ft 



Review your "Decisions',. Decisions" Passwords sectiorr. 
Complete the following statements with the correct Password: 



can begin at home and includes 




iswering the* What Where , When and'How questions about a purchase. 



are work or duties performed by 



a professional or one especially trained to do such a task. 



purchasing. 



is spur-of-the-moment or unplanned 



is a sales gimmick 



in which an item is advertised, but a more expensive one. is 
offered to the customer. 



IP 



is the rate of interest for one year. 




List and discuss actions and influenlfes -which may cause the modern ^ 
consumer to mako less than wise consumer decisions. 

Evaluate your own Chopping behavior. Will you now be a more informed, 
wiser shopper? • 
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rds . . 



Z?<? / Ate<?</ a Budget P 



BUDGET 



^ p£an (Jo/i u4-tng t/cuA mo net/ 



ESTIMATE 



'CattuJiatz; gauge 



FIXED EXPENSES 



Expend d-i uiu.c/t 4.e/nculn m^cn the Atune ^lorn month to month 



FLEXIBLE EXPENSES 



INCOME 



Expend e<S wliich can vaAij $A.om month, to moyvtii 

J 

Monet/ leeexved on a regixtar bci!>.u 



LUXURIES 



MoK-ei4e>ttca.Li; &ome,tliLng znjoyzd 06 an addiction 
to tkz oicUnaALj yizczAiitlu and zom^otti, oq ti^z " J 



SCARCITY 



Vz^tcizncy) LunLtzd 'Teiou/icei to pu\clnv}>z untimit^^ 
nzjicLi and wants. 



Ready ^0' Move On ? 

Do YouKnovy^b^Passwords ? 



ERIC 



Do I Need Budget P 




You can benefit from budgeting if there never seems to be quite enough money to go 
around; if you seem to be the only one) who runs out of money too soon; if you wish 
you could save, but seem unable to, eta. , etc. 

bli^KjC" I l!H| i , 

. i i . . i i i 1 1 e i ■ u 1 1 1 i v » 

.>..»'.! i t t c - s J [-i-rjld I'M'] nil r t I 

' v , oiec . t nd i v i dua l 1 i f'es t y i n-s 

~- 

U.'l Hik| your money where tu wu^iitnKt 
than wondering where \i t. wtMit 

a v ( n see where ynu -a |tf 1 . nt-rul l nu, . 
wh i l h e \ jk Mist (in' need 1 es ■. < 1 » art' 
luxuries you i .in d, without 

. . t v , lul,. v , , I* .! I I ! r m 1 1 1 i i i . ■ f 



I |,c . .i .< . i.j, .,.u( I ■ le.i . ■ t nl ... . h 1 nr t u I ■ , ..^ 

i (.(» i n(] * pen r an.i how min h i ,mi y i f »v is i o*. t i . .<) it 1 il t y n I 

isn't done, you ma / find that vmu> jiiurie^ r, flyiinj nut the wmduw: 

\ 



i IK] 



0 
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WHAT DOES A PAYCHECK PAY FOR? 



L 



WHAT OTHER THINGS WOULD YOU 
WANT YOUR PAYCHECK TO PAY FOR ? 
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As you can see, our, paychecks, go to pay for a lot of things— and they go 
quickly ! We all face the problem of SCARCITY. 

TJHS PROBLEM OF SCARCITY 



Unl imi ted 
wants and 
needs - 



> so ^ 



V 

We must make hard decisions 
* about how to fulfill our needs 
and get those things which we want 
and can^fford 



^-Limited resources 
^'dollars and cents) 



what; things to buy with ow dollars 
to fulfill our needs 
and get what we want 
m and can aff0r.d ^ 



To each or ulie problem of scarcity is res*fryed by balancing-- 
WHAT I NEED WHAT I WAN 7 (M) 




WHAT IWUARS I HAVE 



Mary Mo von ?'.'! t'ii/ht i/i\ini <>/.</'. :Hu.> liar* idahty-M >ic 
ooitx and tfartfl to .jo ,V the novie i\*(Wt: hi)*,); buy 
a biiij i)f peanuts (•'<>:?/. ■ tlrink a soda (aot\t*: 

Uby) ; and t*idi'. to and from the rnoV'ic on tiw bun 
( cf< t : $0$ cai *h way 1 . 



V 



A 1 



i A 




HOW is Mary's problem a problem of SCARCITY? 

f 

HOW should Mary solve her problem? 

Talk about problems you have faced which were similar to Mary's problem.. 
How did you. solve your problems? 

x Every person and all governments and nations have a problem of scarcity ! 
^They need or want a lot, but only have so much real money to spend. 

Our wants and needs must be satisfied through our mental and -physical efforts-- 
individually and collectively. To reach our goals we must make choices.. These 
choices require personal and group decisions. 




* RJpst people, (including governments and businesses) find that budgeting is one 
way to deal with the probUm of scarcity. Budgeting includes the following 
steps: J 

1L (^(rthartsDOro® Bj®b7 (MKM&Eb oro@Do@^ tfCn<®[rc« Os ti® ®\fm$ (income) 

IFfitftwfl ®H(]»(S(]0§®§ (Necessities which must be paid continually 

such as shelter, utilities, etc.) 
IFteBfeOtS ®K(p(BiiDSffl8 (Items' such as medical care; home repair, 

appliances, car, etc.) y - 



When you have estimated all .costs, comparers amoun^ earned with the amount 
spent. Analyze your spending habits and determine areas in which you can cut 
casts. 



. v;z 



f 
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An easy way tu remember the important step^ in budgeting is to simply remember 
th^ four basic steps: 



/ START II 



given i iii^ -a weef ur a month 
This ib your spending record 



it ii 



E s t i ma i . j , 
Ac tud 1 sp nd i ng 



/A 4 / / 



U I t III bl, Ijc^ - I 

r f y it f oi one mon ,i 

Make any necessary cc. i . m.. 

beta.. be of differe nces i.et ^eut 

& actual figures 

-Try your corrected budget for 



I.OliiJl 



OR Rbi 



i I *H ,i. ■ . , 

givfnq a biuujei a \.i 
g i ve i t a try ! ' 



/If /Our flr^t^budyet workb fui y uu g» e ( 
If not. evaluate & revise if n<:C£ssary 
' ; Ree.eiiibd . that budgets are ve» y personal t 
Mo two have to be a 1 i ke — Ludge ts are ba.e 
on individual values ft goals 

* % 

i . . , ,m i i . i: ,i 1 1 1, t ne prob i v-u, o r si a re i L> 
I wo, th ti.e 1 ef.ort If you have never tried , 



^ . . \i\om w&M uke ou 
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Do Need a Budget? 



List the 4jjasic steps in budgeti 

1. ' 

2. J_ 

3. 

4. . 



ng: 



A BUDGET IS OF NO VALUE IF YOU HAVE ALL 1 HE MONEY YOU NEED. 
PERSONS WITH THE SAME INCOME HAVE THE SAME BUDGETS. 



All of 
See if 



FIXED EXPENSES INCLUDE APPLIANCES ■ ENTERTAINMENT, AND GASOLINE. 

V 

the alove statements about budgeti ng "are FALSE. 9 
you can .think of the reasons they are. false. ■ * 
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Explore your feel ings about money: i 

4 How would you feel if you had plenty of money? 
Could lack of money affect a' person's attitude 

" towards],!' fe? 
What factors might influence the way people 
spend money? 
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The 3 R's 



s 

w • • • 



CONCISE 

• r~ 
■•( 

PERFORMANCE 



i 

fytLah and to th<L pp^t < 

7 

The e^ectcwene^A otf opeAotum function. 



RECOURSE 



REPARATION 



He£p; pKotaoXlon 



CompznAation; anything done to mafee up tfoA. a t^ong 



REPUTABLE 
RESP0NSIBIL1 lit* 
RIGHTS . 

SPECIFIC 



RzApzctablz; well 'thought o& 



Obligations 



6hddld expe^ ^ 



0> 



Ready-to Move On ? 



0 



■ D'o You Know the "Passwords ? 



9 
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Sometimes all does not go well in the. 
marketplace. Then you *s a consumer 
need to kryarw your 3-R's Rights, 
Responsibilities, and Recourse. In mos,t 
cashes, 'this simply means k'novdng where to . 
turn for help when you need it awl being 
aware that YOU have responsibilities too. 4 ■ - , 

President Kennedy proclaimed the four basic consumer rights in a 1J962 
message to Congress. President Ford added the^ fifth right in an 
address given' in 1975. 

THE BUYBR'S BILL OF RIGHTS 



/ 



THE RIGHT TO SAFETY — to be protected against the marketing of 
goods which are 'hazardous' to your health, life, or limb.' 

THE RIGHT TO BE INFORMED — to be protected against fraudulent 1 
advertising, labeling > or grossly ^misleading information about 
products > and to be given the facts you heed to make, an informed 
^choice in' the. market place. . " * * k , ^ 

THE RIGHT TO CHOJDSE — to have^ as far as' possible > access to 
a^variety 8f products ^and services at reasonable prices. / 

• K THE' RIGHT TO HEARD — to be assured that your interests as 
a consumer will get n sympathetic hearing- by the ^government, and 
that the Litis which are supposed to protect you will be enforced. 



THE. RIGHT TO CONSUMER ^EDUCATION the right*' without which 
consumers cannot gain the full benefit of the other four rights. 

Today's consumer has five rights as a buyer. He also has five responsibil ities, 
to fulfil) as a consumer. < - „ - * • w 

CONSUMER RESPONSIBILITIES V 



To UNDERSTAND. HIS ROLE AND FUNCTION 



IN Thfc 



E ECONOMY 



To PERFORM Effectively as a consumer andVroqucer 

TO AVOID EXPLOITATION , 



To BE HONEST in all his dealings 

., r # 

,Tp POTEST WHEN NECESSARY 



$r rights, 



\ 



RES PONS 18 U I T I ES ; RECQLlRSE ' 

. • ' t 
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The most common types^f><onsumer problems include*: 

* misleading or-de^eptive sales techniques 

* a purchase on which we wjere "overcharged 

* an order paid fort .but not received/ 

* a service promised* bu^ not* de I ivered ^ 



* a ^product^rfe^se pe>fform|p^ 



^fails' 




These problems might be thought^of as' being one of four basic types of 
fa i lures V 
° VEL1VEM FAILURES 

;RFORMAWCE FAILURES 

MOIRE OF COMMUNICATION * 

[SREPREStNTATION, 0Efi6gni(^, FRAUP (clear, deliberate intention 

*. 4 ■ r to deceive) 

,Mbst ,t>f*us can think of at leas.t'one example oHeach" 6f the above 'types of 
failure. /If iUJ^as not happened to oh£ of us, probably a member of bur 
familytor a closk friend car) givfe exampl es "from thei r experiences . 



Remember, though, that the failure can be on your part as theujnwise 
consumer. You may not hatfe b^en informed as to what^ you were Really 

ordering or buying, or what was real 1y promised. 

tj* * - 

purchase from reputabl e sellers , . one^ who are knoWn .for 'ea^y- return , high- 
service. . « * 

^J<eep.ALL papers pertaining to your purchase! Ttye^re important the pur- 
chase, the more important it is to. keep alt such papfers should" you need / 
'them. < * * V % • ' v - 

If you are certain that'you have ful fi 1 Ted your responsibilities and the^ 
fgult is. that of the seller, flecidp what you expect, from the seller. You 
migfit decide on any one of the fol lowing : * \ : . 1 

1. ^Replacement of the article (or service) with. a 
, \ satisfactory one \* 



a 



^Repair 

Refund of purchase 2 pr i ce 

Provision of substitute article (or service) during 
the repair per^pd ti 

Ca^h c or like.-kind reparation > 



LEVELS OF CONSUMER ACTION 

... . , ■ 

'1*2 -Let's return -to our* frieTiti, Carlos Till is. 
'-. Several' months after -he purchased his stereo, it; 
,f would not work. Carlos 4?ad really, taken good care 
'o f that stereo! He kept \the dust covef on He- 



carefully turned it- off whe* i,t was not in'' use. 
He kept *t in an air conditioned apartment. 
So^when it brbke down,' Carlos felt that he had * 
been a responsible buyer and owner of that stereo, 
•stereo- should not fr ave broken down after only a few months^! ; 




He also' felt' that his 



"Carlos can take action at three levels: 




INTERPERSONAL LEVEL - 



INTERGROVP LEVEL 



Social system lwel 



Carlos carV call tfo^_ salesperson who. sold him the 
■ set and' asVthe company to repair> the stereo at 
no cost to Carlos; / 

Car]os can appeal* to the Better Business Bureau 
injns. city atnd call the company to' get them to 
repair his stereo at ?nt) cost %o him/ 

Carlos can appeal to government agencies to com- 
plain about the poor service tie received from hi $ 
"stereo, hoping that they -have rules about this 

and tyil'l get the company to fix bis stereo. 



Which level of action should Carlos try first? Why? 

Which. level of actionwyi be. easiest for Carlos to pursue? Why? 

If you were Carlos, what. wcf$&J>d you do? Why?^ . . 




Consumer Complaints 



Consumers often do have real complaints. A jiewO 
.article doesn't work, CarTdp,'* stereo ceases to | 
operate in less than a year, tlary receives poor 



-postal service/' What to do? Learn the Basic Rules of Compl&inihg 
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* GO BACK TO THE DEALER WHO SOLD THE PRODUCT, OR TO THE SERVICE 

* AGENCY TO WHICH HE DIRECTS YOU 

Take the product (unless it is too large) 
; Take the original sales slip 
Relate pertinent details: date of purchase 

date^problem arose , 
description of problem 
identification jj,a|nber of 
article if you/lj&ve not 
, # returned it ^ , 

Let the facts speak for themselves 

IF HELP IS REFUSED, WRITE OF? TELEPHONE MANUFAQTURER 1 S CUSTOMER 
. RELATIONS DEPARTMENT V. ' . 



5. 



Again state key faces' clearly: 



if'. 



dates 

serial numbers' 
place of purchase 
amount paid 
what went wrong 



Send photocopies' of- .canceled checks and previous correspondence 
Never* never send o^i^nal documents. 



IF THIS DOESN'T PRODUCE RESULTS, WRITE THE COMPANY'S PRESIDENT, 
COLDLY STATING THE FACTC * 
Sources of company addresses and names of presidents: 

^ ' Poor's Register of Corporations 3 Directors 
®0 and* Executives / a « , • , * 

* Moodi^s Industrial Manual % ' 

"Directory" issues of "Fortune?" "Business Week/ 1 
or."Forb<&"- i ' - , 



V 



SEND COPIES OF CORRESPONDENCE « 

Local consumer protection organisations^ * 
Such other^brganizatioas as the Offfce of Constimefr Affairs 
jin Washington, Consumer? Urrtmr^nd^the local^ better business 

s • bureau - • - 

* * . • • 

TELL YOUR PROBLEM TO, THE LOCAL NEWSPAPER % 
. L6tt§r to the Editor 

Tip; to the city desk , t fi 

Telephoned request for'help A " * ' ' ^ 
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USE CONSUMER "ACTION LINE" 

M?ny radio and TV stations provWe this service 
Information and follow-through is provided 




Mary, a friend of Carlos TilUs-, also has a consumer problem- Mary has had 
troiible with„the' United States Postal Service. Many; times packages arrive 
damage^ Many times her mail is put into her neighbor's box, three blocks 
dowfr the street/. And recently, she was confronted by a rude postal worker, 
as she was trying to mail a letter to Japan. Mary Is irritated by, all of 
this and wants tor t\ke. "consumer action/" What can she do at each LEVEL 
of CONSUMER ACTION?. Try to help Mary by thinking out'loud (Brainstorming), 
and sharing ideas wit;h your class, v / • 



INTERPERSONAL LEVEL 

• .. r. 

2. &\r 
3. 

INTERGROUP LEVEL 



Example: call the local postmaster 



;* \ 
Example: write letters -to national. 

consumer grorfps about *the 
quality of the U.S. Postal 
Service 



• 1. 

' , ' 2. 
I . 3,- 

>/ \ SOCIAL SYSTEM LEVEL 



2." 



O A. 



Example: contact her eOngre*ssp.erson 
to initiate new laws and 
rules. about the operation- 
of the U.S. Postal Service 



SUMMARY: What is Mary's Respl^siljvrtty ; as a postal service consumer? 

What are Mary's £4ghts a's a customer, of the U.S. Postal Service? ., 

Think about the tHfee best kinds of Recourse Which Mary might take to 
resolve her consumer \probl ems .* »■ ^ 
Why are yaur choices the best? 



V 



-In hi Wtanpes—dbn^t dramatize. Just tell it the way it is. 

Rude salespeople, deceptive advertising, late deliveries, confusing warranties, 
and outright gyps are all possibilities and reasons tor legitimate fonsumef* 
complaints. But the wise consumer will remain calm and appear Unemotional, if- 
he wishes to come out the winner in such difficult* situations. 



Useful addresses 



'Sometimes we ktfbw exactly what thp problenf is or what type 
of information we need, but do hot know where tq. write. Some 
helpfuT sources appear a below. <. "\ ; u 




FOR 



WRITE 



Advertising 



Air Travel 



Appliances' 




Auto Safety 



Director * 1 . 
Bureaif of Consumer Protection . 
Federal Trade Commission < 
Washington; D.C. 20580 202-523-3727 

Director • f , ^ ; 

Office of Consumer Affairs 
Civil Aeronautics Board 
1825 Connecticut Avenue N.W. 
Washington, D.Cv 20428 202-426-8058 

MACAP 

(Major Appliance, Consumer Action Panel) 
Complaint Exchange 
Room 1514 

*20 North, Wacker Drive . 
Chicago, Illinois 60606 312-904-5858 

, •* - 

Director 

Office of' Public and Consumer Affairs 
National Transportation Safety Board 
U.S.. Department of Transportation 
§00 Independence Avenue S.Wi > 
Washington, D«TC. 20591 ^ 800-424^9393 u 
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Boating 



, Borrowing 



Broadcasting 



vil Liberties 



Credit Rating 



Door-to-DoorSale 



Drugs & Cosmetics 




$ Energy. 



:nvironraent 



Food 



Chief . 
Information arid Administrative Staff 
US Coast Guard* 

-Washington, D.C. 20590 202*426-1080 
Director 

Bureau of Consumer PfarCtection 
' * federal trade Commission , ^ " 
Washington \ D.C. 20580 202-523-3727 

^ Federal Communications Commission 
•1919 M Street N.W. > 
Washington, D.C. 20£54i- ,\v: 

American Civil Liberties Union 
22 East Fortieth^S^eet 
New York, New'Ytfrk 100X6- 

■» * - — v 
AssociatedjCredlt Bureaus, Inr. 
6767 Southwesjt Freeway 
-Houston, TexaW7074 

Direct Selling, Association " x 

.1730 M Street^W* * 
Jn;UCT% 



WashinfCffr 



>0Q|6 



Consumer- Inquiry Sectidh 
Food eind Drug Administration 
5600 .Fishers Lane 

RockviTle, Maryland 20852 301-443-3170 

■Wrectar ^ { ; 
Office of Consumer Affairs >, 
Department of Energy , y x '* r *^''* 
Washington, D,C*2058$« jE02-2^-514f 

Office of Public Awareness t ;J" 
Environmental Protection A^enc^C^ 
Washington., D.C. 2A460 202-7^^700 



Assistant Secretary fdr Food apid 
Consumer Services • . 9y \ 

US D^partmeht of A^lcultur^; 
Washington, D.C, 2025^ 202-447-4623 



Consumer Inquiry Seel 
Food anfr Drug Administration 
5600 Fishers Lane < A 
Rockvinie^JlirylajicI 20852V 301-^43- 3^70 



Fraud 



Furniture 



Housing 



Ehsar^nce * 



Mail 



Moving 



V;" I'. Product Safety 



Taxes 



Director * 
v Bureau of Consumer Protection \ ' 

"Federal Trade Commission 

Washington, D.C. 20580* 1202-523-3727 

FICAP ■ ' " 

(Furniture -Industry Consumer Advisory Panel) 

P.O. Box 951 

High Point/ North Carol-ina 27261 



Department of* Pious i 
Development 

- Division Of '.Consumer 

- Washington,* D.C. 204, 




Urban 

'aints 
800-424-8590 



iff 



•American Council of. Life Insurance 



185(M "Street N.W. 
-WastvTnMon ,*D.£. 2000E' \ , . 
'• •• " ' . • ■/ • • • , . / .•- / 
Insuraridrinfowrwtl cxp Insti t'ute 
110 William Street', * 
New Y«rk,,New York 10038 

' #' - V .V. .. ■ ■ 

Consumer Advocate 
U.S., Postal Service 
Washington,' O.C. 20260 » 

✓Bureau of Operations 
Interstate Commierce Commission 
12th Street and Constitution Avenue N.W. 

'Washington, D ? C. 20423 * 800-424-93^2 

* . ■ . « • _ 

. .^Consumer Product Safety Commission 
^Consumer Services Branch , 
% Washington, t>,C. 20207 ^soo-638-8326 

1 J " %. ' ' ' " > 

'Treasury Department 
Office of Public. Information . 
; v; /^afshltigtoav D.C. 20220 / . 

' ' ■ * -* ; ■ ■ * ■ ' ^ i . . - 

' * Internal .Revervuesa&ervice.. 

yr- : Vr<sh m ingt8rv t - D f 0.^0224 



'.■5*-tv* 



o > 
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.Tenants' Rights 9 



Veterans' Benefits' 1 



« ' Warranties ' 
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National Tenants Organization 
v 'l742 N Street N.W. 
Washington, Q.C.* 20036 

' Vfeteraijjs- Administration 
810 Vernfbrit. Ayenue N.W-: , • 
Washington; D.C. • 20420" . 

4*-D^visiori, of Special*4tatuJS? 

Federal Trade Comrff 
; Washingto 



rad.e ComfM^^ v ;' V- 
m , D.. C j f^^^02-724-1100 
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THe Informed consumer is also aware that there are 
nationwide conVumer crganizations which may he of , 
interest to him in solving a problem. There are . 
also groups whfch he may wish to support through 
.his membership because he beTieves in the same cause 
.and is interested in his fellow American ^consumer. 1 



WT0@W(1©E ©©M(M(iO§' W»fO(0| ; 



•Name 

Bureau of Consumer Protection 
Federal Trade Commission 
414 11th Street ty.W. 
Washington, D.C.. 20580 



'^Center for Study ^of Responsive 

Law • 
-P.O.- Bex 19367 * 
Washington j D_C. ^,0036 

Citizen Action GrcuifT 

133 C-itreet S.E. w 

Washington, D.C. 20003 

Commori^Causfe . > ' 

203Q M street N.W. 



Washington, p. C. 20036 

Congress .Watch 
133 C Street S.E. 
Washington, D.C. 20003 



Consumer federation of America 
SXii t&c4Q6 

1012 14ttvStreet N.W. 
Washington,. D.C. 20005, 



.Consumers tjni an J V\\' + 
256 Washington Street 
Mt. Vernon, N§?w YGrk 10550, 



Areas qf Concern \ r * 

Deceptive advertising * 
Illegal sales tactics * 
Violations of the T^uth-in-Lending Law 
Consumer frauds, misrepresentations f*V 
unfair "trade practices 

* * 

Wide range of study .subjects including 
mental^ health, aviation, coal mining, 
land gr*ant colleges' ■• v 

Ralph Nader 's^ working address 

f i 

Aids students and citizens in organizing 
state and local consumer action groups 
and pub! ic* interest research groups 

^gest 'citizens' lobby 
E>ose—to improve function and 
accountability of government 

Lobby group Jjrhich keeps tabs on votiTfg 
jr^t, committee performance, and 
wsivenfess by senators and repre- 
ltiyes to their constituents 
|tfie public generally- ^ 

Private, non-profit, natiohal federation 
of one hundred state and local consumer 
groups . / 

\< f-teTps groups organi^and act/ j 

Testified and lobbiejTon proposed 
consumer legislation / ,* 

Publicises important J^fl^es - 

Pul^l i she s Consumer Re^n^ magazine 
Participates Jn lawsuits on behalf 
of consumer!/ * } 




Headquarters of Better Business 
Bureaus *V 



Council of Better Business 
Bureaus 
1150 17th Street N.W. 
Washington,- D.C.,,20036 

■■< ■ - m* 

Chief 

Consumer Complaint Staff 
Office of- Consumer Affairs 
"Department of Health, (Education. 
& Welfare . 
Washington, D.C. 2020; 

In addition, don't forget such helps as newspaper complaint columns 
("Action Line", etc.) or consumer'television programs, both of .which* 
solicit individual consumer input. 



The consumer's "man in Washington" t 
.GovernmsjJt agency concerned with the 
individual consumer's prpblems, 
consumer edusatiyn and legislation 



\Remembgr your 3 R's - 



You dtf have Rights f • ^ 

Fulfill your consumer Responsibilities and be 
prop'erly informed. 



Don't forget that there are avenues of Recourse 
(letters, complaints to tlfe Better Business 
Bureau, small claims court,. etc. ) 




The 3 R's 




Ljabel- each of £he following consumer problems. 
Tell which of the types of failure each. represents: 



DELIVERY 
PERFORMANCE 
COMMUNICATION 
FRAUD 



'•A 



1\ 



2. 



The consumer understood his new y/ashe.V would 
be 'del ivered and installed. 
The seller expected the buyer to make these*' 
arrangements;, * 



4/ 



The seller claims tpe toy is safe although 
he has evidence in the form of consumer 
complaints that it is not safe: * \, 

All models for a certain year must be recalled* 
by the manufacturer because they have £eern 
.found unsafe. • * > + , •". 



A* product; is dteliveraf^-but without all the 
options ordered, * a 



S % Write the numbers of. the two examples above Which would/be complaints tp 
be -forwarded to the Consumer Product Safety Commission/ ' 




Chdqge a product commonly purchased by the modern consumer. 
.Discuss thjg consumer's rights, responsibilities, aiid njcour 



consumer of that product. 



jrse as .a 



4 t true that 
rights tanE often 

* I . 



today's consumed $is 'often too concerned with fiis "? •• 
i forgets his consumer 'refepofljfefbri it.ieS?, ' •• *■ 
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1. As you reflect upon your experiences using this PAL, what were the most 
Important things you learned? 



> - « 

2* What were the most important things you learned about; 

A. Your role as §n American consumer? 



V 



The American fre^ enterprise system? ^ 



The decisions wust make before making a purchase of goods or 
services?* „ . J * ; ^ 



D, How budgeting can help in wise money management? 



E. Your rights; responsibilities, and recourse as a consumer? 



• r "^3- . 4 *W v hat^re the important consume*: education topics about wh/icb you want to 



know more?*' #v 
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P v ' ' You haj&fe' just' completed studying one module . of *the 
&GAT curriculum. There may be other topics about which ^ 
you wis.h to lealrn ipore, 'SCAT modules can help, you acquire, 
skills, concepts, arid knowledge necessary' to function as 
an informeB and wise consumer in twelve .areas. - * 



HEALTH AND THE (CONSUMER contains-6 units 



' BALANCED DIET- 
FOOD ADDITIVES: 
FOOD SHOPPING: » 
MEDICAL CARE: , 
PERSONAL GROOMING: 
.PRODUCT SAFETY:^ 



Eater's Digest 
Eat. Drink, and Be Healthy 
■ Food for Your Brood 
SayAhh! 

Let's Face lr! j 

An Ounce of Prevention 



MONEY MANAGEMENT AND THE 
-CONSUMER contains 6 units: 



BASIC ECONOMIC SKILLS: 

BUDGETING: 

BANKING: 

CREDIT: 

INSURANCE: . V 
TAXES: 



Bbffled, Bothered. Bewildered 
Easy Come, Easy-Go] 
You Can B^tonjr! ' 
Ch..a..r..rgflB. * 

It's Later ThdfYYQuJhink 
An Offer You Can't Avoid 
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Dnsumer education resource booklet was made possible by*a* grant 
3 development and dissemination of cjnnQyative instructional . 



This cor 

for the develbpmient ^ ,o r ~ ^ . . . 

materials through ES£A; Title IV-C, Research arid Development, Depart- 
ment of Education, Tallahassee, Florida 32-3£ll; f ; 



The project staff would l ike to acknowl'Qd^..tnev9|^^1c; contributions * 
of the many-individuals with whom the staff Consul t^oih worked in the. 
planning, and development of this project, but ttte' IHt is simply, "tbo ' » 
Extensive to name each person. The project could hot tiave been completed 
without the contributions of\the many reviewer'?,, teaches and 'studwits "> 
.who field-tested the materials, consultants, and others, who gave guidance 
and support to the project. However, a special thanks |s in-order to the 
members, of ^scev-iew panel who s^lflessly gave of their time and talents 
.to extensivelyVreview the materials and then endorsed ^&he resulting con- 
sumer education instructional units*:* 4 \ * 
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R., F. MATTHEWS. PH.D.* 
DEPARTMENT OF FOOD SCIENCE 
UNIVERSITY OF FLORIDA 

f 



DOROTHY M. ST DWELL 
DEPARTMENT OF HOME ECONOMICS- 
FLORIDA STATE UNIVERSITY 



to 




ERIC 
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